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CHAPTER I
INTRODUCTION
Great Falls , Montana, also known as the "Electric City", is the Seat for  
Cascade County. As of December 31, 1984, the population in Great Falls 
was 80,200. The area over which this study was conducted is known as the 
"Golden Triangle". I t  consists of fourteen counties in the Northcentral 
portion of Montana with a total population of 144,100, as of December 31, 
1984. Please see Exhibit 1, Map of the Survey Area, on page 2.
The potential economic growth of Great Falls has been the subject of many 
studies over the years. The Economic Base Study of 1974 for the City of 
Great Falls and County of Cascade, was prepared by THK Associates, Inc. 
The purpose of that study was to provide a picture of the population 
characteristics in order to improve public understanding of the Great 
Falls area, and to assist in decision-making and goal-setting strategies 
for the City. Another study, by T.J. Whitacre, en titled , A Study of 
Great Falls Retail Goods and Their U til iza tio n  of Surrounding Counties, 
determined who the potential customers were and what the ir  needs and 
preferences were. Once this was determined, the information could lead 
to increased economic growth for the Great Falls re ta i l  trade. This 
study updates the Whitacre study and increases the precision through 
s tra t if ic a tio n  of the data collected.
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The economic expectations of Great Falls have suffered many serious 
setbacks during the past several years. M il ita ry  spending has been 
considerably less than was expected due to statregic decisions such as 
the relocation of the North American Defense Command and the phasing out 
of the 17th Defense Systems Evaluation Squadron. Large losses in 
employment have been experienced in the railroad industry and the 
non-ferrous metal manufacturing industry. Please see Table 1,
Employment in Cascade County. "The fact that Cascade County has 
achieved a moderate growth rate in employment in the face of these 
setbacks must be regarded as positive evidence of underlying economic 
strength. Two of the reasons why this was possible are the continued 
growth in the Great Falls agribusiness area and increases in sales by 
Great Falls re ta ile rs  to areas outside of Great F a lls ." !
The intention of this study was to identify  generalized tendencies 
rather than making s ta t is t ica l measures. These tendencies should be 
used by the Great Falls re ta ile rs  in the development of strategies to 
increase sales of re ta i l  goods to new customers and to improve sales to 
current customers.
! THK Associates, Inc ., 1974, Economic Base Study, 1974; City of Great 
Falls and Cascade County, page 7.
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For purposes of this study i t  has been assumed that the City of Great 
Falls and the surrounding communities within a 20 mile radius are already 
customers of Great Fa lls . Please refer to Exhibit 2, which il lustrates  
the 20-Mile Radius. I t  has also been assumed that residents beyond the 
20 mile radius and within the "Golden Triangle" share th e ir  business with 
th e ir  local community re ta ile rs  and with Great Falls merchants, largely 
depending on the distance involved, selection and prices of goods, and 
local loyalties , which are frequently quite strong.
\
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CHAPTER I I
PROBLEM STATEMENT-HYPOTHESIS
"Golden Triangle" area residents use Great Falls re ta i l  businesses. By 
the same token, Great Falls businesses depend on the "Golden Triangle" 
people for economic growth and p ro f i ta b i l i ty .  The purpose of th is study 
is to determine how to improve sales of re ta i l  goods throughout the 
"Golden Triangle" area by businesses located in the City of Great Falls. 
To achieve th is objective i t  is important to know what goods are 
purchased and what motivates people from outside Great Falls to be good 
customers of the c ity 's  businesses. At the same time, an understanding 
should be gained as to how to attract and retain new customers.
The hypothesis of this study is; "Great Falls can increase the 
marketability of its  re ta i l  goods to consumers from the 'Golden Triangle1 
area by determining the factors which w ill  attract new customers to Great 
Falls". This is a testable hypotheses because i t  is possible to identify  
the factors which would encourage potential patronage of these residents.
With this hypothesis in mind, investigative questions were developed for 
the survey questionnaire which would assist in identifying key factors 
for attracting new customers to Great Falls and encouraging current 
customers to use more intensively the array of services available.
-6 -
CHAPTER I I I
FINDINGS AND RECOMMENDATIONS OF PAST STUDIES
In 1974, The Economic Base Study conducted by THK Associates, Inc ., for 
the City of Great Falls and Cascade County, determined that "Rapid growth 
during 1979-84 would occur in Cascade County with moderate growth 
thereafter. Cascade County's population was projected to reach 102,000 
by 1984, and 116,000 by the year 2000.1,2 The population in Cascade 
County actually reached 80,200 by December 31, 1984, and slow growth is 
in prospect. Such optimistic published projections of growth caused 
re ta ile rs  to plan for highly favorable local and area trade. Growth in 
trade volume appeared to be a safe route to th e ir  own economic growth. 
However, there have been more recent and less enthusiastic projections. 
The recent F irs t In terstate Bancorp forecast is a case in point. "The 
thirteen Western States have continued to outperform the nation in terms 
of employment and income growth during the past year. Of the thirteen  
Western States, the Northern Rocky Mountain States should experience the 
slowest growth through the end of the decade".3
2 THK Associates, Inc ., The Economic Base Study, 1974 for the City of
Great Falls and Cascade County, MT, page 2.
3 F irs t Interstate Bancorp, Strategic Plan Projections,. 1986-1990,
Quarterly Update 2, page 15.
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Great Falls re lies  heavily on Malstrom AFB and on agribusiness for its  
economic strength. In ea rlie r  years, the "Electric City" relied heavily 
on a few industries that have since disappeared, or have declined 
considerably. Copper refin ing was, for many years, the major industrial 
employer, and transportation, via railroads, was also a significant 
industry. Malstrom AFB came in 1941 and continues to be an important 
contributor to the economy of Great Falls. " I t  is estimated that about 
one-fifth  of the population of the c ity  is connected in some manner with 
the ac tiv it ies  of the a ir  base."4
The importance of agriculture to Great Falls is reflected in the fact 
that "Cascade County is among the top four counties in Montana for the 
highest annual cash receipts from sales of agriculture products and 
government payments".5 In 1982, Chouteau County had total cash 
receipts of $94,903,000, H i l l  County $73,155,000, Teton County 
$71,649,000 and Cascade County $70,589,000. The top four counties are 
a ll located within the "Golden Triangle", and in immediate proximity to 
Great Falls.
4 Montana State Highway Commission Planning Survey, vol. 1 Urban 
Transportation Survey of Great Falls, Montana; 1969, page 10.
 ̂ Montana Department of Commerce, Montana S tatis tica l Abstract, 1984,
A Supplement to Economic Conditions in Montana, 1984; page SA 428.
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Great Falls is also an important trade center (see Table 1). According 
to a survey conducted in September of 1985 by Cowles Media Company for 
the Great Falls Tribune, "Great Falls is indeed the focal point for 
re ta i l  trade for the residents of the 'Golden Triangle' counties".®
The Great Falls Central Business D is tr ic t Marketing Study of June, 1976, 
"provides a descriptive analysis which highlighted the re ta i l in g  and 
services sectors as holding the greatest potential for long-term growth 
in the c ity  of Great F a lls ."7
Although m ilita ry  and agribusiness are very important to Great Fa lls , the 
c ity  needs to develop strength in other areas to achieve a more favorable 
growth rate. The areas of strong dependency, m ilita ry  and agribusiness, 
are tenuous so fa r  as m ilita ry  expenditures are concerned due to changing 
technology and the large government d e f ic i t ,  the la t te r  possibly 
resulting in a reduced defense budget. Declining overall support for the 
American farm programs suggest a lower farm income for many years to 
come. Great Falls should increase its  d iversification into the areas 
where the most opportunity exists, the re ta i l  and services trade, as a 
natural opportunity and as insurance against further deterioration in the
6 Great Falls Tribune, Readership, Marketing Survey, Thursday,
February 6, 1985, page 4.
7 Real Estate Research Corporation, Great Falls Central Business
D is tr ic t  Marketing Study, (Chicago: 1974), page 31.
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current precarious economic bases. I t  is important that Great Falls act 
vigorously in developing its  potential to be the re ta i l  center of 
Northcentral Montana by catering to the customers' needs, preferences 
and characteristics. The "Electric City" needs to learn more from their  
customers, the people they now serve and want to serve better. "Many 
innovative companies get th e ir  best ideas from th e ir  customers. That 
comes from listening in tently  and regu larly" .8
In 1981 a marketing study regarding re ta i l  trade in the surrounding 
counties of Great Falls was conducted by Tom Whitacre, an MBA student at 
the University of Montana. His conclusions stated that generally those 
individuals surveyed (thus the "Golden Triangle" population) had a 
positive attitude about Great Falls . I t  was also determined that 
potential customers, at that time, had the same positive attitudes as 
current customers. Price and selection were determined to be the 
strongest reasons why customers from outside the c ity  shopped in Great 
Falls . As expected, distance was the largest factor explaining why 
potential customers did not shop in Great Falls. "This implies that 
local merchants have to offset the limitations imposed by distance 
through continued efforts emphasizing price and selection opportunities 
available within the c ity ."^
2 Thomas J. Peters and Robert H. Waterman, J r . ,  In Search of 
Excellence, (Harper & Row, NY: 1982), page 14.
9 Whitacre, Tom, A Study of Great Falls Retail Goods and Their 
U tiliza tio n  By Surrounding Counties, 1981; page 34.
CHAPTER IV
METHODOLOGY OF STUDY
A survey of the residents of the "Golden Triangle" counties was conducted 
in June, 1986 to gather primary data regarding the ir  characteristics, 
attitudes, purchasing needs and preferences. A mailed questionnaire was 
used to collect the needed information. The mailing was followed twelve 
days later.by a post card to prompt a response from those who had not 
returned the ir  questionnaire. "Mail surveys with a return of th ir ty  
percent are often considered re l ia b le " .10 Please see Exhibit 3, The 
Follow-up Post Card, below.
Two weeks ago we mailed a questionnaire to you which 
is part of study we are doing of North Central 
Montana business. Response has been very good, but 
we need at least one hundred more answered question­
naires to make our study valid.
If you have not responded, we would be most grateful 
if you could do so within the next several days.
Thank vnti vprv mitrh .
10 C. William Emory, Business Research Methods, Third Edition 
(Homewood, I l l in o is ,  Richard D. Irwin Inc, 1985), page 172.
EXHIBIT 3
Follow-Up Post Card
-1 1 -
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The return rate for this survey was 34.6 percent, or 415 responses out of 
1,200 questionnaires sent. Please see Table 2. Eighty-one of the 
questionnaires sent were returned as not being deliverable. This reduced 
the possible return rate by about seven percent, and yielded an actual 
return of 36 percent. The "Golden Triangle" residential population was 
s tra t i f ie d  into fourteen groups or strata by county, as reflected in 
Exhibit 1, on page 2. Cascade County was excluded because the residents 
of this county were considered to be customers of Great Falls and the ir  
responses would greatly bias the study. Within each stratum, a random 
sample was identified by using a random numbers program generated from an 
IBM-PC computer. The random selection developed from a set of numbers, 
each representing a household, were arranged so that each number had an 
equal opportunity of appearing. Once selected, the numbers selected were 
arranged in numerical order. Each number dictated how far down the 
columns of names in the telephone directory an address would be chosen. 
The number of residential addresses selected from within each stratum was 
approximately two percent of the county's household population. As 
indicated above, randomness was necessary to ensure va lid ity  to the 
results.
The customer preference questionnaires were mailed with an addressed, 
stamped envelops included to fa c i l i t a te  the return of the completed 
questionnaire. Also included was a cover le t te r  explaining the purpose 
of the survey. Please see Exhibit 3, The Cover Letter, and Exhibit 4,
The Questionnaire, in the Appendix.
This questionnaire was developed and u til ized  by the author and a fellow  
student. This report is concerned with the re ta i l  trade information. 
Services information w ill  be reported in a separate paper. A reduction 
in mailing costs were achieved and internal comparisons were fa c il i ta te d  
by combining the two interest areas.
The questionnaire covered information regarding the respondents' 
characteristics, needs, preferences and attitudes, a ll of which were very 
important data for the planning of a merchant's business. Analysis of 
the data gathered has made a description of the sample population 
possible.
Limitations of Study
The questionnaire u t il ized  a pre-experimental design which means that i t  
involved questioning a single group of people only once, subsequent to 
the ir  experiences as Great Falls customers. The pre-experimental nature 
of this study, with no control group or subsequent interviews, represents 
i ts  greatest lim ita tion . Observations were made of a limited number of 
people, providing generalizations about the residents that this study 
respresents. These observations should not be accepted as an error free  
description of the universe involved, but must always be considered as 
reasonable approximations of that universe.
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The retired  sector represented an unusually large response group in this  
survey. Almost th ir ty - f iv e  percent of the responses were identified as 
belonging to the re tired  sector. According to the General Population 
Characteristics of Montana, 1980 Census of Population, 12.3 percent of 
the "Golden Triangle" population, excluding Cascade County, are 65 years 
old or older. While a significant percentage of the 55 through 64 age 
group is re tired , i t  appears that the re tired  sector of the area surveyed 
was overrepresented.
Another weakness of this mail survey was nonresponsiveness. As stated 
above, mail surveys with a return rate of th ir ty  percent are often 
considered satisfactory, however instances of more than seventy percent 
response rates have been achieved. In this study, there are a 
substantial number of nonresponders whom we know nothing about as to how 
they might d i f fe r  from those who did respond. I t  is possible that the 
nonresponders do d if fe r  in important respects from the responders.
CHAPTER V
FINDINGS OF DATA
The data necessary for testing the hypothesis included investigative  
questions developed in three major categories; characteristics of target 
customers, attitudes and motivations of these customers, and demographic 
characteristics of the area being studied.
The following section provides a descriptive summary of the data compiled 
using a Lotus 1-2-3 worksheet program. The answers from the survey 
questionnaire have been tabulated with to ta ls  and percentages, and 
displayed in Tables and Figures in the Appendix. The Summary Data 
Section highlights the significant information derived from the data 
collected.
Summary Data
Respondent's Residence:
Fourteen counties and seventy-six towns were surveyed, (See Table 3).
The largest number of responses came from Lewistown (Fergus County), 
Havre, (H il l  County), and Helena, (Lewis & Clark County). Combined,
-1 5 -
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these th ree  counties returned f i f ty -o n e  percent of the responses from the
fourteen counties surveyed. Please see Table 2 in the Appendix. I t  is
apparent these three counties are important to re ta i l  businesses in Great 
Falls . Also, re la tive  to other counties in the study area, their  
distance to Great Falls is reasonable. Other counties are important too 
but the most populated and closest do have a greater market potential for  
the c ity  of Great Falls.
Respondent's Occupation:
The largest response rate , 34.94 percent, came from the retired sector. 
Most l ik e ly  the large number of responses from this group of people were 
due to the fact that retired people have more time for f i l l i n g  out 
questionnaires than people in the workforce. But, they may also be more 
concerned or thoughtful shoppers. Regardless, the re tired  sector is an 
important group of consumers growing in numbers and affluence every day.
They have special needs and preferences that should be studied
carefully.
Size of Household and Ages of Residents:
The responses showed that 40.24 percent of the people in the "Golden 
Triangle" area, a nearly typical response rate for the U.S. population, 
come from two member households, followed by a distant and s ligh tly  lower
-17 -
than typical 18.8 percent for the one-member household. This is probably 
due to to the fact that the largest response group, the re tired  sector, 
would be more l ik e ly  to have a one or two member household. Large 
families, above a six member household, were the smallest response group 
at 3.61 percent and this also is typical fo r the United States. About 
two-thirds of the residents are adults and one-third are children.
Newspaper/Television/Radio U ti l iz a t io n :
Everyone in the survey group reported that he or she reads a newspaper, 
frequently listens to the radio and that he or she watches television. 
Some residents of every county read the Great Falls Tribune, however most 
in each county read th e ir  local newspapers more often than they read the 
Great Falls Tribune. Valley County, whose respondents are the furthest 
to the northeast of Great Falls , read the Billings Gazette more often 
(ra tio  of two to one) than the Great Falls Tribune. Billings is the same 
distance from Valley County as Great Falls is.
Most county residents have th e ir  locally  favorite  radio stations, 
however, a common denominator that showed up in each county was that some 
residents in each county listen to KMON in Great Falls. KFBB, in Great 
Falls , outshone a ll other television stations. With the exception of 
Lewis & Clark County viewers, KFBB is the most frequently watched 
television station throughout the surveyed area.
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Vehicle Ownership:
This question concerned the mobility of the residents. Everyone 
responding to this question has a form of transportation. Most people 
have one automobile, with no other vehicles. The surveyed area residents 
can get to Great Falls for shopping, i f  so enticed to do so.
Distance Shopping:
People in the surveyed area reported that they are more w illing  to travel 
f i f t y  or more miles to purchase clothing, automobiles and appliances, in 
order to take advantage of lower prices. A large percentage of comments, 
between 15-25 percent, from each county indicated a desire to support 
th e ir  local communities. Comments from Lewis & Clark County indicated a 
large dissatisfaction with shopping in Helena due to poor choices, high 
prices and uncooperative sales people. Price and selection are the 
largest reasons why people are w illing  to make the extra e ffort to shop 
in Great Falls. See Figures 11 and 12 in the Appendix.
Planned Purchases:
This question identified  the planned purchases of large ticket items.
The residents of the surveyed area are pessimistic about th e ir  future  
buying plans. A majority claimed no plans to purchase large ticket items 
within the next f ive  years. Agriculture equipment produced the largest
-1 9 -
response for "no plans" to purchase. This is understandable considering 
the present economic conditions of farming. Building materials produced 
the largest response for planned purchases in the near future. 
Northcentral Montana is a conservative area and this pessimistic buying 
attitude may mean that these people plan to purchase only when th e ir  
current items absolutely need replacing, which they hope w il l  be in a 
long time.
Frequency of Travel to Great F a lls :
I t  is apparent that Phillips and Valley counties are only marginally in 
the market area of Great Falls due to distance. Residents of Phillips  
County claim that only one th ird  of th e ir  numbers v is i t  Great Falls every 
six months or more frequently, while fartherest away Valley County 
residents have only one quarter of th e ir  numbers coming to Great Falls as 
frequently as every six months. Considering the entire "Golden Triangle" 
area, about 30 percent come to Great Falls at least monthly and less than 
20 percent say they come only seldom.
Seasonal Travel:
Seasonal travel to Great Falls is surprisingly even. Twenty percent 
would be the average allocation of travel per the f iv e  seasons lis ted on 
Table 12, which includes the Christmas Season. The range was from a low
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of 15 percent for the winter season to a high of 27.4 percent for the 
summer season. I t  is apparent that merchandise inventory levels, and 
advertising levels, would not vary widely from one season to the next 
except, of course, for Christmas when purchasing levels are much higher 
than in other seasons.
Reasons For Visiting Great F a lls :
There is no doubt that the most important reason for the area residents 
traveling to Great Falls is for shopping. Use of the airport followed 
as a close second. This certain ly emphasizes the potential for Great 
Falls to become a more significant re ta i l  center for Northcentral 
Montana. The implications for motels w ill  be treated in a subsequent 
report. Attendance at sporting events, as a reason for travelling  to 
Great Fa lls , had a very low response rate of 5.07 percent. This response 
rate may be misleading due to a heavy response from the re tired  sector.
Description of Great F a lls :
Great Falls fared very well as to how the area residents viewed i t  as a 
c ity .  In a ll respects, the residents thought very well of the "Electric  
City". Overwhelmingly they thought that the c ity  was customer-oriented, 
fr iend ly , clean, somewhat progressive and offered reasonable prices. The
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description "progressive" received the most negative responses as a 
description of Great Falls . To speculate as to a more specific meaning 
from this response, i t  is suggested that visitors would like  to see more 
unique marketing techniques, for example, discount coupons used between 
the hotels/motels, restaurants and the re ta ile rs . Discount coupons would 
be consistent with the conservative characteristics of the people in 
northcentral Montana. A cooperative city-wide marketing campaign to 
entice customers to use a ll the re ta i l  and services fa c i l i t ie s  in Great 
Falls would be viewed as progressive. The response that received the 
most "positive" responses was that Great Falls does provide reasonable 
prices for clothing. Interestingly enough, as may be noted in Table 9, 
of the Appendix, clothing was the most important reason why residents of 
the surveyed area would travel f i f t y  or more miles to shop.
A va ilab il ity  of Goods and Services:
Some th ir ty - f iv e  percent of the survey respondents reported that on some 
occasions when they drove the distance to Great Falls to purchase a 
specific item, i t  was not available. To add insult to injury, the 
customer was given a limited time "rain check", which meant that he/she 
had to drive back to Great Falls , and within a certain time to secure the 
desired item. Surveyed residents have stated that they don't appreciate 
"rainchecks" or being asked to drive back to Great Falls within a
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specific few days. Repair parts were an item frequently pointed to as 
unavailable. This may indicate that Great Falls ' merchants do not follow 
through to service what they s e l l .  More l ik e ly  i t  indicates the 
increasing tendency of durable goods reta ilers  to reduce cost by carrying 
limited inventories of spare parts.
What Can Great Falls Do To Attract New Customers:
The largest response to this question was that Great Falls is just fine  
as i t  is ,  which should t e l l  us a ll  that, " I f  i t  works, don't f i x  i t " .  
However, there is always room for improvement as long as that improvement 
is researched well before implementation to be sure i t  identifies the 
customers' preferences and that the improvement is feasib le. The 
considerations that most of the consumers would like  to have from Great 
Falls seem reasonable for the re ta ile rs  and/or the c ity  to implement. 
Comsumers would like  to see more advertising in the local press of 
outlying areas, and clerks who are more courteous to the customers. 
Merchants should provide free or courtesy parking downtown, provide more 
variety and selection in merchandise, offer special sales days for each 
county, and maintain a better inventory or a better option than the 
"raincheck" system, ( i . e . ,  provide a telephone number in advertising so 
the long distance customer can call to see i f  the item is available). 
Distance is a problem faced by many which can only be compensated for by
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better bargains and services. Please see Table 16, in the Appendix, fo r  
comments from respondents.
<
Why Potential Customers Don't Shop In Great Fa lls :
Over half (55.17 percent) of the surveyed residents said there are no 
major reasons why they would not shop in Great Fa lls , while 44.83 percent 
said that there were. "Too far to drive" was the overwhelming reason why 
the surveyed area residents do not shop in Great F a lls . Distance was 
also found to be the major reason in the survey conducted five years 
ago. Local lo ya lit ies  was the second major reason why potential 
customers do not shop in Great Falls.
Locations of Shopping in Great Fa lls :
This question identified the favorite  shopping locations in Great Falls. 
Holiday Village is the number one location for shoppers, with LaBelles 
and K-Mart following as the second choices. Holiday Village was found to 
be the favorite  location in the survey done five  years ago.' The Holiday 
Village received 65 percent of customer v is its  in the previous study, and 
77 percent fo r this study indicating an erosion of downtown support.
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Great Falls Parking:
Seventy-two percent of the "Golden Triangle" residents consider the 
parking in Great Falls to be adequate. Some of the closer counties which 
generate most of the outside business were less pleased with the 
available parking fa c i l i t ie s  in Great Fa lls . On Table 16, the number 
seven reason in response to what Great Falls can do to attract customers 
was to provide free or courtesy parking in the downtown area. This may 
be a problem of awareness, but nevertheless a problem.
Preference Shopping:
The purpose of this question was to determine where the respondents 
obtained th e ir  various merchandise and services and why they preferred to 
shop where they shop. I t  was determined that price and selection were 
the major motivators as to why Great Falls shoppers do shop in Great 
Falls . I t  was also determined that distance and loyalty were the major 
motivators as to why hometown shoppers do not shop in Great Fa lls .
Please see Figures 11 and 12 in the Appendix.
Summary Analysis of Customer and Potential Customer Characteristics:
The typical customer w ill  come from the counties of Fergus, H il l  and
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Lewis & Clark. They are retired or working in agriculture and live  in a 
one or two member household. Price and selection motivates them to 
travel the distance to go shopping. They are currently very pessimistic 
in the ir  plans for future purchases of large ticket items. They have at 
least one vehicle, allowing them to travel the distances for shopping i f  
so enticed to do so. They tend to have local loyalt ies , but they are 
looking for a good buy, variety in selection and cooperative sales 
people. Currently, they travel to Great Falls every six months or more. 
When they do, they are usually fair-weather travelers, however they do 
travel to Great Falls year around. They have a very good image of Great 
Falls , but tend to feel the City could be more progressive. They do not 
l ike  the "raincheck" system when an item is not available. They feel 
distance is the major factor as to why they do not shop in Great Falls  
more often than they currently do. Their favorite  locations to shop 
while in Great Falls are Holiday Village, LaBelles and K-Mart. When they 
purchase in Great Falls i t  is most l ik e ly  to be clothing, furn iture,  
appliances or building materials.
>
CHAPTER VI 
RECOMMENDATIONS
Probably the most important business fundamental that is being ignored 
today is staying close to the customer in order to satisfy his/her needs 
and anticipate his/her wants. Great Falls merchants could get closer to 
th e ir  customers and potential customers by listening to them in tently  and 
paying attention to what i t  is they need and prefer. The customer is 
tru ly  in a partnership with the re ta i le r  and vise versa. One cannot 
survive very well without the other. I f  the Great Falls merchants take 
care of the ir  customers' needs and preferences, the customer w il l  take 
care of the Great Falls merchants for years to come.
Below are recommendations to the Great Falls Chamber of Commerce and the 
c ity 's  merchants:
1. Customer Service Card: -  Staying close to the customer and 
listening in tently  requires each business to devise a Customer 
Service Card as illustra ted  in Exhibit 6, below. This Customer 
Service Card is currently being used by Shopko, a new 
department store in Great Falls. The card gives the business a 
continuous dialogue with its  customers as to what the ir  needs 
and preferences are. The Customer Service Card should be acted
-26 -
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EXHIBIT b. 
CUSTOMER SERVICE CARD
At Shopko, we value you 
as our customer. Through 
our Write to the Top 
Program, we’d like you 
to tell us how you feel 
about Shopko so we can 
serve you better. Please 
share your comments, 
suggestions or concerns 
on this confidential form.
Thank you.
Shopko Wants To Hear From You
Comments.
How We Can Make Your 
Shopping More Satisfying
Products or Services You Would 
Like Us To Offer
Name
Address
C ity____
Z ip --------
.State.
.Phone ( ).
J Shopko Store Visited.
i
! Time of Day________ .Date.
\ ' T r~ *W ± : , ■
f Jg ?\ I * ' . ■' ■■■■ ^  ; i . .  -T ■
.....
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upon as soon as i t  is received by the business. The business 
should le t  the customers know that the ir  comments are 
appreciated, and how they plan to act upon the customer's 
comments. Even i f  the business plans to do nothing, i t  should 
inform the customer of the reason fo r . i ts  inaction. This 
encourages the customers to continue to provide th e ir  valuable 
i nput.
This concept also agrees closely with the "suggestion box" 
concept. More and more businesses are inviting the ir  customers 
to complain. "A study conducted under the sponsorship of the 
Reagan White House confirms that i f  you don't make i t  easy for  
the customer to complain, you w ill run a substantial risk of 
losing the ir  business fo rever."H  Handling complaints means 
greater customer loyalty . Stew Leonard's Dairy started out as 
a small dairy located in Norwalk, Connecticut. He inately knew 
how to treat his customers. Stew Leonard now sells $75 million  
annually from one store located in Norwalk. He has an 
oversized suggestion box in the store. I t  is stuffed daily.
He personally reads all suggestions and does what his customers 
want him to do. Stew claims that information from his
H  Hencke, Paul. Research Institu te  Report, July 25, 1986, page 2.
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customers has made him a rich man.
The suggestion box is an easy, inexpensive concept that a il  
Great Falls merchants should incorporate into their businesses.
2. Rainchecks - The "raincheck" system is not well received by 
out-of-town customers. I t  was suggested by several respondents 
that a phone number be placed in a ll advertising so a customer 
could check on the a v a i la b i l i ty  of items being advertised.
3. Special County Recognition Sales Weeks:
The re ta ile rs  of the City of Great Falls could coordinate th e ir  
efforts and have a "Chouteau County Recognition Week", or a 
"Pondera County Recognition Week". A special sales f ly e r  could 
be placed in that county's local newspapers with special rates 
at motels and discounts at restaurants for these residents. 
Special coupons could be placed in the advertisement for  
additional discounts for those particular county residents.
This type of progressive marketing strategy w ill  entice new 
customers to travel the distance to Great Falls to go shopping.
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4. Advertising:
The surveyed area residents would like  to see more advertising 
in the outlying areas, especially for sales items. Although 
some residents from each county do read the Great FalIs 
Tribune, most residents read the ir  local newspapers. Table 7 
in the Appendix reflects the newspapers, radio stations and 
television stations most u tilized  by each county. As stated 
above, telephone numbers should be placed in a ll advertising so 
the long-distance customer can check on the a v a i la b il i ty  of the 
sales items before making the t r ip  to Great Falls.
After an analysis of Tables 21A and 21B, the following 
recommendations for advertising are in order:
Automobiles & Recreational Vehicles
Most counties in the "Golden Triangle" area are good prospects 
for the automobile re ta i le r 's  advertising dollars, especially 
Chouteau, Teton, Judith-Basin and H il l  counties. Lewis & Clark 
County is also a good prospect due to its  population. I t  is 
apparent that i t  is not worthwhile for the automobile merchant 
to advertise in the local media of Blaine or Valley counties. 
Currently only 5-9 percent of the ir  residents purchase
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automobiles in Great Fa lls , but this may be due to a low level 
of e ffo r t .
According to Table 9, Valley County is w illing  to travel the 
distance to purchase an automobile. They may be enticed to 
shop in Great Falls i f  a vigorous advertising campaign were 
used in that area.
Furniture
Great Falls draws a good percentage of "Golden Triangle" 
residents to purchase furn iture . More advertising would be 
well spent in the counties of Chouteau, Teton, Pondera, 
Judith-Basin, Meagher and Liberty. Blaine and Valley counties 
may not draw enough interest in the furniture market of Great 
Falls , except fo r special items, to warrant any advertising in 
the local media of those counties. However, Table 9 indicates 
that Blaine and Valley counties are w illing  to travel the 
distance to purchase furn iture. With a vigorous advertising 
campaign, these residents may be enticed to travel to Great 
Falls for the ir  furniture purchases.
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Clothing
This Great Falls market is , by fa r ,  the most well received by 
the.surveyed residents. Clothing advertisements that emphasise 
price and selection would be well spent in the counties of 
Chouteau, Glacier, Judith-Basin, Liberty, Meagher, Pondera, 
Teton & Toole. Even at only 20 percent of the current shoppers 
for clothing, Lewis & Clark County should be considered for  
local media advertising in the clothing market. The comments 
from this county indicated a possible desire to shop outside of 
the ir  hometown due to poor choices and high prices. They have 
a strong local loyalty which might be lessened with a vigorous 
advertising campaign in the Independent Record. There are many 
professional employees in the State Capitol who are in need of 
professional wearing a t t i re  and might respond. The only county 
that does not warrant clothing advertisments in the local media 
is Phillips County. Clothing is a re la t iv e ly  low ticket item 
needing a lo t of interest from outlying areas to ju s t i fy  the 
advertising dollars.
Household Items
There is low interest in traveling the distance for household 
items. Great Falls re ta ile rs  should only concentrate their
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advertising dollars in the local media of Chouteau and Teton 
counties only. Household items alone do not warrant long 
distance traveling to purchase. The re ta ile rs  should 
concentrate the ir  outlying advertising on the items generating 
the most interest ( i . e . ,  clothing, automobiles, and 
appliances). Once customers are in the c ity , they may purchase 
many other items in addition to the item that brought them to 
Great Falls.
Building Materials
There is some interest in several counties in the Great Falls  
building materials market. Those counties warranting local 
advertising are; Chouteau, Meagher and Teton. Valley and 
Phillips counties may be completely out of the market area for  
these items.
Agriculture Equipment
There is currently not much interest in the Great Falls  
agriculture equipment market. The counties of Chouteau,
Meaher, Phillips and Toole have an interest in the Great Falls  
farm implement market. The counties of Liberty, Pondera, 
Valley, Blaine, Fergus and Glacier are not in the market
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probably due to strong local dealers. However, Valley and 
Fergus counties indicated on Table 9 that they w ill travel to 
purchase farm equipment. The residents of these two counties 
may be enticed to purchase in Great Falls with a vigorous 
advertising campaign. Chouteau County has been the most 
interested county throughout this survey fo r  trading in Great 
Falls; however, when i t  came to answering the question on 
agriculture equipment, many of the responders le f t  that answer 
blank. Only seven of the seventeen responders indicated 
whether they were a Great Falls shopper or a hometown shopper 
for agriculture equipment. Because most Chouteau County 
residents read the Great Falls Tribune, local advertising would 
not be necessary to reach these customers. This is also a very 
specific instance of excellent local service.
Electronic Equipment
This market, in i t s e l f ,  is a rapidly growing market in which 
prices are fa l l in g  constantly and becoming an increasingly 
attractive  buyers market. Most "Golden Triangle counties, with 
the exception of Judith-Basin, Lewis & Clark, Liberty and 
Valley counties are very interested in going to Great Falls to 
purchase electronic items. Electronic equipment would be a 
very good "leader" advertisement, emphasizing price and 
selection, to bring people into Great Falls fo r  shopping.
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Appliances
Appliances were considered one of the items that outside 
customers are w illing  to travel to purchase. The counties in 
which there is least interest are; Liberty, P h illips , Valley, 
Blaine and Lewis & Clark. All other counties indicate enough 
interest that local advertising is warranted.
In conclusion, sales of re ta i l  goods can be improved through a vigorous 
advertising campaing in outlying areas emphasizing price and selection 
along with promotional campaigns for specific counties at specific  
times. The customer is the backbone of the re ta i l  industry. "Statistics  
show that up to 90% of unhappy customers w ill  never buy again from the 
business that offended them. What's more, th e y 'l l  te l l  at least nine 
other people. As a result, the loss in company sales and profits can be 
g e o m e t r i c . " 1 2  a  way to attract new customers is through happy current 
customers and a way to retain new customers is by staying close to them. 
The re ta i le r  needs to listen to his/her customers. They know what they 
want and how they want to be treated. The secrets of any successful 
business are knowing who the customer is and what the customer wants, and 
treating your employees well and training them to always treat your 
customers well.
12 Hencke, Paul. Research Institu te  Recommendations, July 18, 1986, 
Vol. 37, No. 29, page 7.
APPENDIX
UNIVERSITY OF M O N T A N A
SCHOOL OF BUSINESS ADMINISTRATION  
AFIT MBA PROGRAM 
MALMSTROM AIR FORCE BASE, M ONTANA 59402 
(406) 731-3428
May 25, 1986
Dear Area Resident:
The attached questionnaire is being sent to you as the major part of a study 
being conducted by the University of Montana graduate students of Business 
who have signed this le t te r  below.
The purpose of this study is to determine who the customer is for the Great 
Falls area and to learn how well the customer's needs are being met by the 
Great Falls business community. Also, we would like  to determine what Great 
Falls is not providing that would enhance customer satisfaction, thus meeting 
your consumer needs. The outcome of the study w ill  provide direction to the 
Great Falls business community as to how they might improve the types and 
quality of goods and services to you, the customer and potential customer.
In order to analyze this study accurately and completely, we need to receive 
a response from everyone to whom a questionnaire has been sent. You w ill  
notice that we do not ask for your name or any type of personal 
identifica tion . You can be assured that the information provided by you w ill  
remain individually confidential and w il l  be developed only as a group of 
numbers to describe the average person in this survey area.
Your cooperation w il l  be sincerely appreciated. Please take the few minutes 
that w il l  be required to complete the questionnaire and return i t  to us at 
the University in the self-addressed stamped envelope at your earliest  
convenience. We estimate that we w ill  be compiling a l l  the information by 
July 1, 1986. Please help us to help the large c ity  in your area provide you 
with a ll that you need in a way that you want i t  provided.
Sincerely,
EXHIBIT 5 
Cover Letter to Questionnaire
Patricia E. Erickson 
Graduate Student
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Gil Sparks 
Graduate Student
CUSTOMER PREFERENCE SURVEY
Instructions: Please complete this questionnaire as thoroughly as possible. The
results will help Great Falls provide you with better choices for your 
consumer dollar. You are the customer and your answers are the MOST 
IMPORTANT piece of information for this study. Please keep in mind that all 
answers are completely confidential.
1. I live in __________  County, in the town of  ___________, or a rural area |_|
2. My occupation/business is _____________________________________________________
3. There are _____  (number) of people in my household, and their ages are
(circle all appropriate numbers):
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 21 or older
4. Our household routinely:
Watches television Yes ___  No ___  Preferred Channel______
Listens to the radio Yes ___  No   Preferred Station______
5. We read the Great Falls Tribune ___  Yes   Other newspapers (please
state)__________________________________|_______________________________________
6. We have _____  autos and   other vehicles. (Please state number)
7. To take advantage of lower prices or choice of items, I am willing to travel 
50 or more miles to shop for:
Groceries _____  Clothing _____
Appliances._ Autos_______ _____
Building materials   Other (please state) _____________________
8. Please tell me how soon you plan to purchase the following items (Please
ci-rcle appropriate number of years, or if you don't plan a purchase within 5 
years, circle N):
Years
a. Appliances 1 3 5 N
b. Auto ___ Truck ___ 1 3 5 N
c. Furniture 1 3 5 N
a. Electronic Equipment 1 3 5 N
e. Agriculture Equipment 1 3 5 N
f. Building Materials 1 3 5 N
EXHIBIT 6
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9. Please indicate how frequently your family members usually travel to Great
Falls.
a. 4 or more times per month
b. 2-3 times per month
c. Once per month
d. Every 2 months
e. Every 3 months
f. Every 6 months
g- Once a year or less
h. Seldom
10. We travel to Great Falls most often during the following seasons: (Check 
all appropriate answers)
a. Summer (June-August) _____
b. Fall (Sept-Nov) _____
c. Winter (Dec-March) _____
d. Christmastime (Nov-Dee) _____
e. Spring (Apr-May) _____
11. What are the reasons you visit Great Falls?
a. Business/Conventions _____
b. Shopping _____
c. Entertainment _____
d. Sports Events _____
e. Visit Friends/Family _____
f. Utilize the Airport _____
g. Professional Services _____
Medical_______________________ _____ _
Legal_________________________ ____ _
Accounting_________________________
h. Other (please list)_________________ _____________________________________
12. A good description of Great Falls is:
a. Customer oriented Yes No
b. Friendly Yes No
c. Clean Yes No
d. Progressive Yes No
e. Prices are Reasonable Yes No
Clothing Yes No
Gen'1 Mdse Yes No
Paint, Bldg Mtl Yes No
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13. Have you ever gone to Great Falls to purchase goods or services and found 
what you wanted was not available? _____  Yes _____  No
If yes, what was the item(s) or service(s): _________________________________
14. What can Great Falls do to attract your business? Please explain:
15. Is there a major reason why you would not shop in Great Falls?
  Yes ______ No If yes, please explain (for example, too far or
everything we need is available locally):
15. When in Great Falls, I shop at (check all that are appropriate):
LaBelle's
K-Mart
Holiday Village Shops 
AgriVillage 
Downtown Shops 
Clothing Stores 
Auto Supply Stores
Poulson1s 
Penney's 
Wards 
Sears
Food/Grocery Shops 
Appliance Stores 
Others (please list)
17. The parking in Great Falls is okay. Yes No
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18- The purpose of th is  question is to determine where you obtain various merchandise and 
services and why you prefer shopping where vou do.
C ity  of preference  
(Mark the area most 
v is i te d  per item)
Sreat
Fa lls
Home
Town
Other
Specify
Reason fo r  area preference
Price Selection Distance Loyalty Other
Example: Furn iture
Merchandise:
Auto & Recreation 
Vehicles
Furniture
Clothing & 
Accessories
Household
Items
Building
M ater ia ls
Agricu lture  
Equipment______
Electronic  
(VCR,Stereo.TV)
Appli ances_____
Other; please  
specify_________
Servicesl
Medical_________
Legal___________
Financial
A irport_______
Entertainment
Other; Please 
Specify_______
TABLE I
EMPLOYMENT IN CASCADE COUNTY 
(1981 to 1985)
Employment Sector 1981 1982 1983 1984 1985
Retail Trade 6,335 6,153 5,848 6,069 5,986
Wholesale Trade 2,870 2,623 2,233 2,302 2,015
Finance, Insurance 
and Real Estate 2,001 2,030 2,046 2,009 1,912
Manufacturing 1,241 1,160 *567 *1,200 *875
Contract Construction 1,381 1,162 319 - 1,385 1,272
Services 6,648 6,477 6,594 6,729 6,565
Transportation 1,405 1,303 1,482 1,460 1,418
Others(government, 
private, mining, private, 
non-classifiable)
5,602 5,440 5,833 5,273 5,625
Totals: 27,483 26,348 26,022 26,427 25,668
SOURCE: Department of Labor F< Industry
State of Montana
* Disclosure Suppression
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TABLE 2: QUESTIONNAIRE DISTRIBUTION
QUESTIONNAIRES RESPONSE; RATE
COUNTY HOUSEHOLDS* SENT RECEIVED BY COUNTY
BLAINE 2600 61 20 32.8%
CHOUTEAU 2200 49 17 34.7%
FERGUS 5100 109 53 48.6%
GLACIER 3600 84 25 29.8%
HILL 6800 145 53 36.6%
JUDITH BASIN 1000 20 10 50. 0%
LEWIS & CLARK 18500 409 104 25.4%
LIBERTY 1000 20 14 70.0%
MEAGHER 800 12 8 66.7%
PHILLIPS 2100 48 17 35.4%
PONDERA 2500 54 21 38.9%
TETON 2500 54 26 48. 1%
TOOLE 2300 50 11 22. 0%
VALLEY 3700 85 36 42.4%
TOTALS 54700 1200 415 34.6%
*Data for this column were collected from The Sales & Marketing 
1985 Survey of Buying Power, 7/22/85, pgs 120 & 121.
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TABLE 3: COUNTIES AND TOWNS SURVEYED
COUNTY TOWNS
BLAINE Chinook
Lloyd
Turner
Harlem
Cleveland
Lohman
Hogeland
Hays
Lodgepole
CHOUTEAU Ft Benton 
Loma
Big Sandy 
Box Elder 
Geraldine 
Virgelle 
Square Butte 
Highwood
FERGUS Lewistown
Danvers
Christina
Denton
Suffolk
Winifred
Coffee Creek
GLACIER Cut Bank 
East Glacier 
Browning 
St. Mary 
Babb
HILL Havre
Gilford
Inverness
Rudyard
Kremlin
Hingham
JUDITH BASIN Moccasin
Stanford
Hobson
COUNTY
LEWIS & CLARK
TOWNS
Helena 
East Helena 
Wolf Creek 
Lincoln 
Canyon Creek
LIBERTY Chester
Whitlash
Lothair
MEAGHER White Sulpher 
Springs
PHILLIPS Malta
Saco
Dodson
Loring
Whitewater
Landusky
Zortman
PONDERA Conrad
Brady
Valier
TETON Chouteau
Fairfield
Christina
Dupuyer
Power
Pendroy
TOOLE Shelby
Galata
Kevin
oilmont
Ferdig
Sunburst
Joplin
Devon
VALLEY Glasgow
Nashua
Hinsdale
Opheim
-44-
TABLE 4 : OCCUPATIONS
PROFESS AGRICUL SERVCS RETAIL RETIRED MIN/CONST UNEMPL
COUNTIES GRAPH CODE = 1 2 3 4 5 6 7 TOTAL
BLAINE 4 4 2 2 6 2 0 20
CHOUTEAU 3 6 1 0 7 0 0 17
FERGUS 7 9 7 8 16 3 3 53
GLACIER 2 3 2 3 12 2 1 25
HILL 9 8 3 4 20 7 2 53
JUDITH BASIN 1 6 0 0 2 1 0 10
LEWIS & CLARK 17 8 14 16 35 11 3 104
LIBERTY 3 3 0 0 8 0 0 14
MEAGHER 1 1 1 2 2 1 0 8
PHILLIPS 1 7 3 1 3 2 0 17
PONDERA 6 6 1 4 3 1 0 21
TETON 2 9 2 2 8 3 0 26
TOOLE 1 2 1 0 5 1 1 11
VALLEY 4 1 5 1 18 5 2 36
TOTAL 61 73 42 43 145 39 12 415
PERCENTAGES 14.70% 17.59% 10.12% 10.36% 34.94% 9.40% 2.89% 100.00%
TABLE 5  : SIZE OF HOUSEHOLD
COUNTIES ONE TWO THREE FOUR FIVE
SIX OR 
MORE TOTAL
BLAINE 5 5 4 4 1 1 20
CHOUTEAU A 8 1 2 1 1 17
FERGUS 15 17 7 4 5 5 53
GLACIER 2 10 4 4 5 0 25
HILL 9 22 12 9 0 1 53
JUDITH BASIN 1 5 1 3 0 0 10
LEWIS & CLARK 18 48 11 14 11 2 104
LIBERTY 3 4 3 3 0 1 14
MEAGHER 1 3 0 2 1 1 8
PHILLIPS 2 7 4 3 1 0 17
PONDERA 5 5 2 5 1 3 21
TETON 4 9 4 9 0 0 26
TOOLE 2 7 1 1 0 0 11
VALLEY 7 17 5 2 5 0 36
TOTAL 78 167 59 65 31 15 415
PERCENTAGES 18.80% 40.24% 14.22% 15.66% 7 .10% 3.61% 100.00%
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TABLE 6,: AGES OF MEMBERS OF HOUSEHOLD
COUNTY 1-5 6-12 13-20 21 or old TOTALS
BLAINE 6 4 7 37 54
CHOUTEAU 5 2 5 35 47
FERGUS 15 17 20 89 141
GLACIER 4 13 12 45 74
HILL 19 7 11 92 129
JUDITH BASIN 1 2 1 21 25
LEWIS & CLARK 26 22 37 193 278
LIBERTY 2 3 0 29 34
MEAGHER 1 5 3 18 27
PHILLIPS 6 6 2 34 48
PONDERA 6 8 17 37 68
TETON 11 11 7 48 77
TOOLE 1 1 1 21 24
VALLEY 5 14 7 63 89
TOTAL 108 115 130 762 1115
PERCENTAGES 9.69% 10.31% 11.66% 68.34% ' 100.00%
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TABLE 7 : TELEVISION/RADIO/NEWSPAPER UTILIZATION PAGE 1 OF 3
NEWSPAPER Frequency COUNTY TELEVISION Frequency RADIO Frequency
***B LA IN E ***
GF Tribune 19 S a te l l ite /C a b 4 , KRYK 7
Mountainer 1 KRTY 8 KMON 3
P ra r ie  S ta r 1 KFBB 8 KOJM 4
Chinook O pinion 10 KPQY 2
Havre D a ily  News 7 KXEI 2
Harlem News 6
Hardin H earId 1
B il l in g s  G azette 2
***CHOUTEAU***
GF Tribune 12 S a te ll ite /C a b 1 KRYK 1
Ft Benton Press 2 KFBB 11 KMON 9
Havre D a ily  Press 1 KRTY 11 KPQY 1
M ountainer 6 KXEI 2
KEIN 2
GF Tribune 23
***FERGUS***
S a te l l ite /C a b 12 KXLO 20
B il l in g s  G azette 12 KUED 7 KMON 15
Lewiston News 30 KFBB 17 KXEI 3
Jud ith  Basin Press 1 KRTV 7
GF Tribune 10
***G LACIER***
S a te l l ite /C a b 2 KCTB 20
Hungry Horse News 2 KRTV 2 KMON 3
Cut Bank Press 8 Lethbridge 1 KSEN 5
M issou lian 1 KCFW 1 KXEI 1
Cut Bank Breeze  
G la c ie r R eporter
6
1
KFBB 5
** * H IL L * * *
GF Tribune 26 S a te ll ite /C a b 12 KRYK 3
Havre D a ily  News 42 KRTY 16 KXEI 4
S en ten ia l 4 KFBB 20 KMON 5
L ib e rty  C ty Times 9 KPQX 7
Chinook Opinion 1 KOJM 16
GF Tribune 6
* * * JUDITH BASIN***
S a te l l ite /C a b 1 KXLO 1
Lewiston News 4 KFBB 4 KMON 2
P h i l l ip s  C ty News 
Jud ith  Basin Press
1
4 1cc1
KRTV 3
TABLE 7: TELEVISION/RADIO/NEWSPAPER UTILIZATION PAGE 2 OF 3
NEUSPAPER Frequency COUNTY TELEVISION Frequency RADIO F requency
***LEW IS & CLARK COUNTY***
GF Tribune 41 S a te l l ite /C a b 22 KBLL 35
Independent Record 93 KFBB 19 KZMT 6
Montana Standard 11 KRTV 12 KUFM 10
B il l in g s  G azette 4 KSL 22 KMTX 22
M issoulian 4 KUTV 25 KCAP 11
KTVH 6 KMON 8
KXLF 23 KXLM 7
KUED 12
GF Tribune 5
***L IB E R TY ***
S a te l l ite /C a b 2 KMON 4
L ib e rty  C ty Press 9 KFBB 2 KSEN 2
R iv e r Press 1 KRTY 3 KXEI 1
Shelby Promoter 
Havre D a ily  News
1
1
GF Tribune 2
***MEAGHER***
KRTV 2 KMTX 1
Meagher C ty News 3 KTVH 2 KMON 4
B il l in g s  G azette 3 KFBB 2 KGBU 2
GF Tribune 7
“ •P H IL L IP S ***
S a te l l ite /C a b 5 KMON 2
P h i l l ip s  C ty News 4 KRTV 5 KMMR 4
B il l in g s  G azette 7 KFBB 7 KLTZ 1
S e n tin e l Havre 
Big Sandy Mountain
1
1
KXEI 1
GF Tribune 15
***PONDERA***
S a te l l ite /C a b 5 KSEN 14
Conrad Indp Observ 13 KRTV 7 KMON 2
Cut Bank Press 1 KFBB 8 KEIN 1
V a lie r ia n  
Shelby Promoter 
Hungry Horse News
3
3
1
KXEI 1
GF Tribune 15
***T E T 0N ***
S a te l l ite /C a b 6 KXEI 1
Choteau 11 KFBB 15 KEIN 5
Conrad Indp Observ 4 KRTV 4 KSEN 8
F a ir f ie ld  Times 3 KMON 6
Hungry Horse News 1
Wheat Center News 6
TABLE 7  : TELEVISION/RADIO/NEWSPAPER UTILIZATION PAGE 3 OF 3
NEWSPAPER Frequency COUNTY TELEVISION Frequency RADIO Frequency
***TOOLE***
GF Tribune 7 KFBB 4 KMON 2
Shelby Promoter 8 KRTV 4 KSEN 6
Cut Bank Breeze 2 KEIN 1
L ib e rty  Cty Times 1
GF Tribune 12
***VALLEY***
S a te ll ite /G a b 11 KLTZ 12
Glasgow C ourier 14 KQTV 1 KBIT 1
B il l in g s  G azette 22 KFBB 7 KLAN 8
Havre D a ily  News 2 KRTV 2 KMON 1
KUMV
KULR
4
1
KOJM 1
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TABLE 8 :  CAR OWNERSHIP
AUTOS OTHER VEHICLES
COUNTIES 1 2
3 or 
MORE TOTAL | 0 1 2
3 or 
MORE TOTAL
BLAINE 10 7 3 20 | 10 4 2 4 20
CHOUTEAU 9 6 2 17 | 7 4 2 4 17
FERGUS 27 16 10 ' 53 | 18 18 6 11 53
GLACIER 12 7 6 25 | 13 7 2 3 2 5’
HILL 22 21 10 53 | 27 12 6 8 53
JUDITH BASIN 6 3 1 10 | 4 3 2 1 10
LEWIS & CLARK 57 36 11 104 | 49 39 7 9 104
LIBERTY 8 3 3 14 | 6 3 1 4 14
MEAGHER 2 4 2 8 1 3 4 0 1 8
PHILLIPS 7 6 4 17 | 5 2 1 9 17
PONDERA 14 5 2 21 | 9 5 3 4 21
TETON 11 9 6 26 | 13 5 3 5 26
TOOLE 6 3 2 11 | 7 2 0 2 11
VALLEY 21 9 6 36 | 18 9 3 6 36
TOTALS 212 135 68 415 | 189 117 38 71 415
PERCENTAGES 51.1% 32.5% 16.4%100.0%| 45.5% 28.2% .2% 17.1% 100.0%
TA8LE 9 : TRAVEL SO OR MORE MILES FOR:
COUNTIES GROCERIES AUTOS APPLIANCES BLDG MTRL CLOTHING OTHER
BLAINE 6 7 11 7 11 F u rn itu re ,p h o to  s u p p lie s ,f ire a rm s ,C h ris tm a s  
shopp ing,m edica l. E n te rta inm ent
CHOUTEAU 9 11 10 10 14 M achin ing and p a rts
FERGUS 11 28 30 28 38 Truck p a rts ,hou seho ld  ite rn s ,re c re a t io n a l eqpt,workshop 
s u p p lie s , e le c tro n ic  e q p t,fa rm  e qp t,m ed ica l
GLACIER 4 13 13 13 15 F u rn itu re ,g a s o lin e ,m e d ic a l, s p e c ia l i t y  re s ta u ra n t
HILL 9 34 29 22 30 A irp o r t ,m e d ic a l,a r t  s u p p tie s ,e le c tro n ic  item s,fa rm  
s u p p lie s , w i l l  t ra v e l i f  sav ings o f fs e ts  cos t o f 
t ra n s p o r ta t io n
JUDITH BASIN 1 5 5 2 6 R e crea tiona l ve h ic le s ,m a ch in e ry , m edical
LEWIS & CLARK 12 62 54 35 56 M a c h in e ry ,fu rn itu re ,e n te r ta in m e n t,a n tiq u e s ,re s ta u ra n ts , 
a irp o r t , la w n  equ ipm ent,boat p a r ts , fa b r ic s  & sewing 
m tr ls , re c re a t io n a l v e h ic le s , m e d ica l,ho rse  
s u p p lie s ,fa rm  e q p t,v e te r in a ry ,C h ris tm a s  shopping
LIBERTY 1 7 5 6 12 F u rn itu re , music books
MEAGHER 4 4 6 5 6 Farm & ranch s ip p l ie s
PHILLIPS S 9 11 10 16 Farm & ranch s u p p lie s , m edical
PONDERA 5 10 10 13 14 M achinery p a r ts ,  m edica l
TETON 14 17 20 17 20 Plumbing su p p lie s ,a n tiq u e s ,s e w in g  supp lie s ,m ach ine ry , 
s p o r t in g  goods,m edical
TOOLE 2 7 10 9 8 M e d ica l,e n te rta in m e n t,se w in g  m tr ls ,b o o k s
VALLEY 2 16 13 9 19 Farm mach i n e ry , fu rn i tu r e ,medi c a I , to o ls
TOTALS 88 230 227 186 265
ADDITIONAL COMMENTS;
1. A la rg e  nunber o f  comments (between 15%-25%) from  each coun ty 
in d ic a te d  a p re fe re nce  to  support lo c a l bus iness .
2. There is  some p re fe re nce  fo r  shopping in  B i l l in g s  over 
G reat F a lls  due to  v a r ie ty  and f r ie n d l in e s s  o f  peop le .
3 . Comments from  Lewis & C la rk  County in d ic a te d  d is s a t is fa c t io n  
w ith  shopping in  Helena. Inadequate ch o ice , h igh  p r ic e s  and 
uncoopera tive  sa les  personne l.
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TABLE 10 PLANNED PURCHASING
ITEM: 1 year 3 years 5 years No Plans
I
TOTALS | 1 year 3
PERCENTAGES 
years 5 years No plans TOTAL
APPLIANCES 41 37 66 271 415 | 9.9% 8.9% 15.9% 65.3% 100%
AUTOS 33 59 41 178
1
311 |
I
10.6% 19.0% 13.2% 57.2% 100%
TRUCKS 11 17 14 62
I
104 |
I
10.6% 16.3% 13.5% 59.6% 100%
FURNITURE 49 76 23 267
I
415 | 
1
11.8% 18.3% 5.5% 64.3% 100%
ELECTRONIC E 62 51 55 247
1
415 |
I
14.9% 12.3% 13.3% 59.5% 100%
AGRIC EQUIPM 58 10 56 291
1
415 | 14.0% 2.4% 13.5% 70.1% 100%
BLDG MATERIA 87 73 38 217
I
415 | 21.0% 17.6% 9.2% 52.3% 100%
TOTALS 341 323 293 1533 2490 | 13.7% 13.0% 11.8% 61.6% 100%
TABLE 11: FREQUENCY OF TRAVEL
TIMES PER MONTH | EVERY |ONCE A |
COUNTIES > 4 2 - 3 ONE |2 mos 3 mos 6 mos |yr/less| SELDOM| TOTALS
BLAINE 0 0 0 4 6 3 2 5 20
CHOUTEAU 4 6 3 1 2 0 0 1 17
FERGUS 1 5 8 6 11 6 5 11 53
GLACIER 1 1 4 5 4 2 3 5 25
HILL 2 4 7 12 9 2 6 11 53
JUDITH BASIN 1 2 1 0 3 0 1 2 10
LEWIS & CLARK 5 7 6 10 16 27 14 19 104
LIBERTY 0 1 3 2 4 3 1 0 14
MEAGHER 0 . 0 2 0 1 2 2 1 8
PHILLIPS 0 0 1 0 1 5 4 6 17
PONDERA 3 5 5 1 3 2 1 1 21
TETON 11 5 4 3 0 2 1 0 26
TOOLE 0 1 3 0 3 1 2 1 11
VALLEY 0 0 1 1 2 7 11 14 36
TOTALS 2 8 3 7 4 8 4 5 65 6 2 53 77 415
PERCENTAGES 6 .7 % 8.9% 11.6% 10.8% 15.7% 14.9% 12.8% 18. 6% 100%
I>
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TABLE 12: SEASONAL TRAVEL TO GREAT FALLS
COUNTIES
SPRING
Apr-May
SUMMER
June-Aug
FALL
Sept-Nov
WINTER
Dec-Mar CHRISTMAS TOTAL
BLAINE 8 10 8 5 3 34
CHOUTEAU 8 9 9 7 8 41
FERGUS 20 27 20 15 17 99
GLACIER 11 14 11 9 12 57
HILL 22 26 27 16 16 107
JUDITH BASIN 4 6 6 5 6 27
LEWIS & CLARK 38 61 38 26 32 195
LIBERTY 3 4 7 5 8 27
MEAGHER 2 3 4 1 5 15
PHILLIPS 6 6 6 5 3 26
PONDERA 12 14 11 8 6 51
TETON 13 15 7 11 15 61
TOOLE 4 5 3 2 3 17
VALLEY 8 19 9 5 2 43
TOTALS 159 219 166 120 136 800
PERCENTAGES 19.9% 27.4% 20.8% 15. 0% 17.0% 100%
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TABLE 1 3 ;REASONS FOR VISITING GREAT FALLS
GRAPH COOE = 1 2 
BUSINESS/
COUNTIES CONVENTIONS SHOPPING
3
ENTERTAIN
KENT
4
SPORTS
5 6 7 
VISIT
FAH/FRIEN AIRPORT MEDICAL
8 9 
SERVICES
LEGAL. ACCTING TOTAL
BLAINE S 11 3 1 6 11 7 0 0 47
CHOUTEAU 4 14 11 6 6 15 11 4 * 77
FERGUS 17 37 16 5 14 29 21 6 5 150
GLACIER S 16 6 4 6 17 14 3 2 76
HILL 13 36 15 7 13 39 13 1 3 140
JUDITH BASIN 1 5 2 0 6 4 7 0 0 25
LEUIS & CLARK 31 72 35 20 30 39 14 0 7 248
LIBERTY 3 10 4 0 3 8 5 1 1 35
MEAGHER 5 4 0 0 1 2 3 0 0 15
PHILLIPS 4 7 3 2 4 . 5 6 1 1 33
PONDERA 9 14 7 3 9 17 16 6 3 84
TETON 8 22 13 4 12 20 18 12 9 118
TOOLE 3 9 3 2 3 7 5 1 1 34
VALLEY 13 18 7 5 11 9 13 4 2 82
TOTAL 127 275 125 59 124 222 153 39 ■ 40 1164
PERCENTAGES 10.91% 23.63% 10.74% 5.07% 10.65% 19.07% 13.14% 3.35% 3.44% 100.00%
TABLE 14 DESCRIPTION OF GREAT FALLS
COUNTIES
CUSTOMER 
ORIENTED 
yes no
FRIENDLY 
yes no
CLEAN 
yes no
PROGRESSIVE 
yes no
REASONABLE PRICES 
CLOTHING GENL MDSE BLDG 
yes no yes no yes
MTRLS
no
BLAINE 9 2 13 2 9 2 8 2 14 0 14 0 11 0
CHOUTEAU 9 1 10 7 9 2 5 6 13 1 11 2 8 2
FERGUS 26 9 35 8 28 13 18 16 26 7 28 6 20 6
GLACIER 11 2 12 3 14 1 9 3 12 1 13 1 10 1
HILL 33 4 40 3 29 11 22 11 27 4 26 4 21 4
JUDITH BASIN 5 2 3 2 4 0 2 4 2 0 2 0 2 0
LEUIS & CLARK 63 19 67 18 51 29 41 42 66 11 54 8 41 11
LIBERTY 4 3 7 1 4 2 3 3 9 1 7 2 6 1
MEAGHER 7 0 8 0 6 0 3 2 7 0 6 0 6 0
PHILLIPS 6 3 12 1 9 2 8 3 7 1 5 2 3 2
PONDERA 10 6 15 2 15 2 8 6 11 6 10 4 8 5
TETON 12 9 14 5 19 6 13 12 17 4 13 7 12 8
TOOLE 6 3 4 3 4 1 2 6 4 1 3 1 2 1
VALLEY 15 5 20 2 16 7 12 8 18 1 17 1 16 1
TOTALS 216 68 260 57 217 78 154 124 233 38 209 38 166 42
% OF ANSUERS 76.1% 23.9% 82.0% 18.0% 73.6% 26.4% 55.4% 44.6% 86.0% 14.0% 84.6% 15.4% 79.8% 20.2%
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TABLE 15  AVAILABILITY OF GOOOS AND SERVICES
COUNTIES
TIMES NOT
AVAILABLE GOOOS OR SERVICES NOT AVAILABLE
BLAINE 8 Hardware goods, o f f ic e  f u tn i tu r e ,  f ire a rm s , re p a ir  p a r ts ,  p ickup  toppers ( a t  a reasonable 
p r ic e ) ,  autom obiles (cheaper in  B i l l in g s ) ,  LX Pentex camera, re s ta u ra n t s u p p lie s .
CHOUTRAU 7 Farm m achinery p a r ts ,  app liance  p a r ts ,  v io l in  s t r in g s ,  b u lk  h e a lth  foods, sewing machine 
p a r ts ,  s iz r  12 1 /2  c lo th in g ,  ca rto on in g  pens.
FERGUS 14 C lo th in g , b u ild in g  s u p p lie s , sa les  item s (a d v e rtis e d , bu t n o t a v a i la b le ) ,  custom made drapes 
( to o  long to  be made), Spanish home v id eos, au tom obile  p a r ts ,  microwave p a r ts ,  boat p a rts , 
copy machine p a r ts ,  re c re a tio n a l v e h ic le  p a r ts ,  o f f ic e  s u p p lie s  and f u r n i t u r e  a t  a 
reasonable p r ic e  (can o rde r cheaper v ia  C a li fo r n ia  c a ta lo g , m achinery p a r ts ,  tru c k  p a rts , 
farm  s u p p lie s .
GLACIER 10 Auto g la s s , t r a i l e r  space fo r  re c re a tio n a l v e h ic le s  (KOA to o  e xpe ns ive ), machine p a r ts ,  
fa b r ic s ,  lawn mower (a d v e r tis e d  s p e c ia l was ou t o f  s to c k ),  c r a f t  s u p p lie s , c lo th in g  in  
s p e c ia l s iz e s , f ire a rm  p a r ts ,  s p o r t in g  goods, s p e c ia liz e d  f lo o r in g .
HILL 23 C lo th in g  in  sp e c ia l s iz e s , some auto  d e a le rsh ip s  no t open on Sunday, f u tn i tu r e ,  c r a f t  
s u p p lie s , s p e c ia l sa les  item s ( in co n v ie n e n t to  take ra incheck and t ra v e l back to  Great 
F a l ls ) ,  a rch e ry  p roducts  and s e rv ic e s , women's c lo th in g  (sm a ll o r  o ld e r  women), machinery 
p a r ts ,  power a i r  to o ls ,  b u ild in g  m a te ria ls ,  mobilhome p a r ts  and equipm ent, barbeque (a  sa les 
item  ou t o f s to c k ).
JUDITH BASIN 4 Farm m achinery re p a irs  and p a r ts ,  VCR camera, computer program s, sp e c ia l sa le s  item s out of 
s to ck .
LEWIS & CLARK 36 T ra c to r  lo a d e r, auger, b u ild in g  m a te r ia ls ,  d rapes, c lo th in g ,  m ob ile  home h o t water hea te r, 
f i t t e d  screen d o o r, f ire a rm s , reasonably p r ic e d  t ru c k ,  au tos , farm  m achinery p a r ts ,  spec ia l 
f ir e p la c e  in s e r t ,  camera, ty p e w r ite r ,  fu rn itu re ,  fa sh io n a b le  c lo th in g  in  s p e c ia l s iz e s , gas 
barbeque g r i l l ,  h u n tin g  equipment, re c re a tio n a l v e h ic le  p a r ts ,  boa t partsm  motorhome p a r ts ,  
sa les  item s ou t o f  s to c k , s o l id  wood doo rs, g i r l ' s  b ik e , horse equipm ent, q u i l t in g  m a te r ia l.
LIBERTY 4 Farm equipment p a r ts ,  d o c to r  f a i le d  to  keep appointm ent, h e a tin g  & a i r  c o n d it io n in g  p a rts , 
e le c t r ic a l  equipm ent. <
MEAGHER 2 B u ild in g  m a te r ia ls  f o r  ba rn , farm  equipment p a r ts .
PHILLIPS 5 Combine p a r ts ,  3 /4  s iz e  bed, sa le s  item s * g ive n  a lim ite d  tim e ra in ch e ck . Th is  is  n i t  
p ra c t ic a l due to  long t r a v e l.
PONDERA 11 E le c tro n ic  equipm ent, a r t  su p p lie s , c r a f t  s u p p lie s , machine p a r ts ,  computer p a r ts ,  
bathroom s in k ,  sa les  item s * g ive n  ra incheck bu t n o t w orth  re tu rn  t r i p .  Farm 
m achinery p a r ts .
TETON 13 Farm m achinery p a r ts ,  sa les  item s (o u t o f  s to c k ) ,  oak veneer, go re te x  m a te r ia l,  re loa d ing  
su p p lie s , c lo th in g  a t  reasonable p r ic e s ,  f lo r a l  s u p p lie s , a r t  s u p p lie s , odd s ize d  shoes.
TOOLE 4 C lo th in g , plow shove l, s p e c ia l i ty  item s.
VALLEY 6 E le c t r ic ia l  equipment, g o l f  equipment, re c re a tio n a l v e h ic le s , c lo th in g  - s p e c ia l s ize s , 
sa les  item s • ou t o f  s to c k .
TOTALS 147 =  N u m b e r  o f  r e s p o n d e n t s  t h a t  f o u n d  i t e m s  n o t  a v a i l a b l e
TOTAL RESPONSES . 415
P e r c e n t a g e 35.42% =  P e r c e n t  o f  r e s p o n d e n t s  t h a t  h a v e  h a d  u n a v a i l a b i l t y  p r o b l e m s
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TABLE 1 6 :  WHAT CAM GREAT FALLS DO TO ATTRACT CUSTOMERS PAGE 1 OF 2
COMMENTS ARE FROM ALL 415 RESPONSES AND IN ORDER OF MOST FREQUENTLY STATED: FREQUENCY
1. No suggestions fo r  improvements. S a t is f ie d  as is .  58
2 . D is tance  is  to o  f a r  to  ju s t i f y  shopping in  Great F a l ls .  33 
Great F a ils  co u ld  move c lo s e r.
3 . W il l  no t shop in  G reat F a l ls .  P re fe r to  support lo c a l bus iness. 26
4 . G e n e ra lly  be more co o p e ra tive  and o f fe r  lower p r ic e s .  25
5 . More a d v e r t is in g  in  o u t ly in g  areas fo r  sa les  item s. 25 
Use ra d io ,  newspapers and lo c a l te le v is io n .
6 . C le rks  shou ld  be more courteous to  custom ers, c le rk s  a re  rude. 23
7. P rov ide  f re e  o r eou rtsey  p a rk in g  downtown, e s p e c ia l ly  to  22 
o u t-o f- to w n  custom ers. Get r id  o f p a rk in g  m eters.
6 . P rov ide  more v a r ie t y  and s e le c t io n .  19
9 . O ffe r  sp e c ia l sa le s  days, ( i . e . ,  Fergus County Weekend, e tc ) .  17 
O ffe r  a h ig h e r d is c o u n t on these sp e c ia l days fo r  these people.
10. C a rry  an in v e n to ry  in s te a d  o f  say ing  "-We can o rde r th a t f o r  y o u ."  10 
Business shou ld conpensate fo r  a d d it io n a l t r i p .
11. A ct l i k e  th e  customers are  th e  reason fo r  t h e i r  business 8 
and no t an in te r r u p t io n  to  i t .
12. Promote more in d u s t r ia l g row th . Need a more p rog ress ive  7 
a t t i tu d e  toward grow th .
13. More re c o g n it io n  th a t  G reat F a lls  depends on customers o u ts id e  7 
o f  G reat F a lls  and a lo t  comes from  o u t ly in g  areas.
14. Clean up th e  M a ll and make i t  more c h e e rfu l.  6
15. Pay more a t te n t io n  to  a f te r - s a le -s e r v ic e .  3
16. Honor o u t-o f- to w n  checks and p ro v id e  check cashing on weekends. 2
17. Be a f r ie n d le r  and c le a n e r town. 2
18. P rov ide  more v a r ie t y  in  re s ta u ra n ts . 2
19. P rov ide  more p u b lic  restroom s and keep them c le a n . 2
20. Take b e t te r  advantage o f  th e  r iv e r  by o f fe r in g  more a c t iv i t i e s ,  2 
en te rta in m e n t and d in in g  near th e  r iv e r .
21. O rganize an A g r ic u ltu re  Farm er's A p p re c ia tio n  Day o r Weekend. 1
22. P rov ide  more c e n te ra liz e d  shopping l ik e  the M a ll.  1
23. R e a lize  th a t  th e  fa rm er is  in  a d i f f i c u l t  s i tu a t io n .  Be f le x ib le .  1
24. Need by-pass around 10th Ave South. ^
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TABLE 1 6  : WHAT CAM GREAT FALLS DO TO ATTRACT CUSTOMERS PAGE 2 OF 2
COMMENTS ARE FROM ALL 415 RESPONSES AND IN ORDER OF MOST FREQUENTLY STATED: FREQUENCY
25. F ix  highway between Great F a lls  and Havre and Lewistown. 1
26. Speed-up check outs and provide  fa s te r  res tauran t s e rv ic e . 1
27. Be ab le  to  park t ra v e l t r a i l e r  a t  a reasonable p r ic e . 1
28 . B e tte r  seats in  Four Seasons Arena. 1
29. Get more Big Men's S to res . 1
30 . Keep s to re s  open a l l  day Saturday, not ju s t  h a lf  day. 1 
Open s to re s  e a r i le r  in  day. Farm people l ik e  to  get work
done e a r ly  in  the  day.
31 . More merchandise made in  USA. 1
32 . O ffe r  more handicap park ing  and en fo rce  i t .  Make businesses 
more handicap accommodating.
3 3 . B e tte r  shopping f a c i l i t i e s ;  en large  J .C . Penneys. 1
3 4 . More goods and serv ices  fo r  Spanish people . 1
3 5 . O ffe r  more a c t iv i t ie s  l ik e  Helena Jazz F e s t iv a l,  Bozeman 1 
Food F e s t iv a l .
36 . C arry  more in ven to ry  fo r  m iddle-aged working people. 1
3 7 . Business is  too spread o u t. Too much t ra v e l fo r  a l l  our needs. 1 
P rovide bus s e rv ic e  to  o u tly in g  a reas .
3 8 . Become more o f a reg io n a l p a rts  & machinery c e n te r. 1 
This  was once the case in  G reat F a l ls .  I t s  s lip p in g  a lo t .
3 9 . When a d v e r t is in g , p rovide  phone number so we can determ ine 1 
i f  an item  is  o u t-o f-s to c k  b efo re  t r a v e l l in g .
4 0 . Q u it moving merchandise about in  s to res  c re a tin g  confusion. 1
4 1 . Make d e l iv e r ie s  on la rg e  item s. 1
4 2 . Mark s tr e e t  names b e t te r .  1
43. Free n ig h t in  m otel fo r  shoppers, o r lower motel ra te s .
44 . More l ie n e n t w ith  raincheck p o lic y . Hold items fo r  longer 1 
p eriods o f tim e .
45 . Do something to  make shopping more convenient. More s to res  1 
l ik e  K -M art, Country M arket.
TABLE 17  : ARE THERE MAJOR REASONS WHY YOU WOULD NOT SHOP IN GREAT FALLS? PAGE 1 OF 2
COUNTIES: YES NO
IF YES, 
WHY: FREOl
BLAINE 9 11 Too fa r  to  d r iv e . 5
C lerks are  rude. 3
Local lo y a lty . 4
CHOUTEAU 5 11 Too f a r  to  d r iv e . 3
Parking is  bad. 1
Local lo y a lty . 2
FERGUS 18 28 Too fa r  to  d r iv e . 11
Local lo y a lty . 9
L o c a lly  s a t is f ie d . 12
GLACIER 14 11 Too fa r  to  d r iv e . 6
Local lo y a lty . 7
L o c a lly  s a t is f ie d . 2
Weather 1
Lack of P u b lic 1
T ra n s p o rta tio n .
Too o ld  to  t r a v e l . 3
HILL 25 28 Too f a r  to  d r iv e . 11
Local lo y a lty . 11
L o c a lly  s a t is f ie d . 12
Bad highway 2
Weather 1
JUDITH BASIN 6 4 Too f a r  to  d r iv e . 1
Local lo y a lty . 3
L o c a lly  s a t is f ie d . 1
10th Ave S. t r a f f i c . 1
LEWIS & CLARK 42 62 Too f a r  to  d r iv e . 20
Local lo y a lty . 9
L o c a lly  s a t is f ie d . 17
Slow checkouts. 1
Weather 1
No t ra n s p o r ta t io n . 1
LIBERTY 8 6 Too fa r  to  d r iv e . 6
Local lo y a lty . 3
L o c a lly  s a t is f ie d . 1
Bad highways. 1
Too many people . 1
MEAGHER 3 5 Too f a r  to  d r iv e . 3
Bad roads. 1
PHILLIPS 7 10 Too fa r  to  d r iv e . 6
Local lo y a lty . 3
PONDERA 12 8 Too f a r  to  d r iv e . 6
Local lo y a lty . 6
L o c a lly  s a t is f ie d . 3
Bad d r iv e rs . 1
TABLE 17 : ARE THERE MAJOR REASONS WHY YOU WOULD NOT SHOP IN GREAT FALLS? PAGE 2 OF 2
COUNTIES: YES NO
IF YES, 
WHY: FREQUENCY
TETON 9 17 Too f a r  to  d r iv e . 3
Local lo y a lty . 5
L o c a lly  s a t is f ie d . 2
GF is  a dump. 1
TOOLE 3 8 Too f a r  to  d r iv e . 1
W eather. 1
Poor bus schedule. 1
C ity  t r a f f i c  is  bad. 1
Local lo y a lty . 1
VALLEY 21 15 Too f a r  to  d r iv e . 20
Local lo y a lty . 2
L o c a lly  s a t is f ie d . 3
Poor roads. 1
Too spread o u t. 1
Not f r ie n d ly . 1
TOTALS 182 224
PERCENTAGES 44.83% 55.17%
-62-
TABLE 1 8  .-LOCATION OF GREAT FALLS SHOPPING (FREQUENCY TABLES)
% OF
SHOPS: GRAPH CODE FREQUENCY: RESPONSES
LABELLES 3 222 53.49%
K-MART 2 228 54.94%
HOILDAY VILLAGE 1 320 77.11%
AGRIVILLAGE 13 58 13.98%
DOWNTOWN 7 163 39.28%
CLOTHING STORES 5 171 41.20%
AUTO SUPPLY 11 83 20.00%
POULSON'S 10 113 27.23%
PENNEY'S 6 163 39.28%
WARD'S 8 157 37.83%
SEARS 4 210 50.60%
GROCERY SHOPS 9 117 28.19%
APPLIANCE STORES 12 73 17.59%
OTHERS:
F ab ric la n d , Gun shops, Pawn Shops, P ub lic  Drug In c . ,  Hoglunds,
Western Ranch Supply, U n ive rsa l A th le t ic s ,  N orthern School Supply,
Swiss Colony, Bookstores, F u rn itu re  S tores, S a lv a tio n  Army, Smith 
Equipment, Computer S to res , Gas s ta t io n s ,  R estaurants, T ire  S to res,
The Bon, B ig  R, Times Square, Music Shops, Malstrom AFB, American 
F u rn itu re , N a tu ra l Food S to res, Grain E le va to rs , Hobbyland, Radio Shack, 
Weisman's, Jona than 's , G erbe r's , Johnson D is tr ib u to rs ,  I re n e 's ,  E rn s t 's ,
Gem & Rock Shops, Pay & Save, Repair Shops, Northwest F ab rics , F lee t 
W holesalers, S po rting  Goods S to res , Rainbow C h r is t ia n  Supply, N ic h o l l 's  
Music S to re , Hawk E le c t r ic ,  C ra ft S to res, Chinese R estaurants, Brokerage Firms, 
Pet S to res , Garden Shops, Farm Machinery, Sound Pro, S a t e l l i t e  G lass,
V il la g e  Shoes, B rig h ten -up  Shop, Payless Country M arket.
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TABLE 1 9 :  ADEQUATE PARKING
COUNTIES: YES
BY COUNTY 
NO % YES % NO
BLAINE 14 6 70.0% 30.0%
CHOUTEAU 12 5 70.6% 29.4%
FERGUS 43 10 81.1% 18.9%
GLACIER 19 6 76.0% 24.0%
HILL 40 13 75.5% 24.5%
JUDITH BASIN 2 8 20.0% 80.0%
LEWIS & CLARK 80 24 76.9% 23.1%
LIBERTY 8 6 57.1% 42.9%
HEAGHER 8 0 100.0% 0.0%
PHILLIPS 13 4 76.5% 23.5%
PONDERA 13 6 68.4% 31.6%
TETON 11 15 42.3% 57.7%
TOOLE 8 3 72.7% 27.3%
VALLEY 20 8 71.4% 28.6%
TOTALS 291 114 71.9% 28.1%
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TABLE 2 0 -1  PREFERENCE FOR SHOPPING
BLAINE COUNTY
City of preference 
(Mark th a  area most 
v is i te d  per item)
Reason fo r  area Dreference
Great 
Fal 1 s
Heme
Town
Other
Specify
Price Selection Distance Loyalty Other
Example: Furniture X X
Mercnandise:
Auto & Recreation  
Vehicles 1 7
Havre
4 3 4 6
Furniture 3 5 Havre 4 2 6 5
Clothing & 
Accessories 7 5
Ft Bentor
Havre
Cataloq 8 5 3 4
Household
Items 4 9 Havre 3 2 6 4
i1
!
Building  
Materials 5 6 Havre 5 4 4 | 3
Agriculture
Ecuioment 1 2 Havre 2 2 1 1
I
|
Service i
Electronic  
(VCR.Stereo.TV) 4 9 Havre 1 2 6 4 Service
APDliances 2 9 Catalog 3 2 4 4 Service |
Other; please
SDCCifV
f
1 1 1 !
Sarvices:  
Medi c a 1 6 5 Havre 1 6 5
Legal 8
Lhinook
Havre 4 3
Financial 7
Chinook 
Havre ' 1 5 2
Airport 10 2 3111ings 4 2 3
Ent°rtainment 2 7 Havre 1 3 2
Other; Please 
Specify
M erchand ise  T o ta ls :  2 7 52 30 23 34 31
TABLE 20-2 PREFERENCE FOR SHOPPING
CHOUTEAU COUNTY
City  of preference Reason fo r  area preference
(Marie the area most 
v is i te d  per item)
(sreat
Falls
Heme
Town
Other
Soecify
Price Selection Distance Loyalty Other ;
Example: Furniture X X
Mercnanai se:
Auto & Recreation  
Vehicles 9 5
Chinook 
Ft Bent or
5 6 2 3
Furniture 12 Havre 4 6 4
i
i
Clothing & 
Accessories 13 3 Havre 4 6 5 1 J
'Household 
I terns 8 5 Havre . 4 3 6
1
2 1 1
BuiIding  
M ateria ls 9 4 Havre ' 4 4 5 1
i
}
A gricu lture
Eauicment 5 2
Lewi s- 
Town 6 2 1
j
El ectronic
(VCR.Stereo,TVl 7 4 5 5 2 1
I
Service 1
Add! iances 11 3 6 5 2 1 Ii
Other; please 
specify
1 I 1 ■ i
Sarvices: 
Medical
1
7 | 6
Ft Benton 
Havre 1 6 6 6
Legal 4 7
Ft Benton 
Havre 1 1 6 7
F inane i a 1 6 6 Havre 1 2 7 6
Airport 13 1 3 4
anly
one
E nterta i  nment 10 2 Havre 1 5 4 1
Other; Please 
Specify
M erchand ise  T o ta ls  74 26 38 37 27 9
TABLE 20-3 PREFERENCE FOR SHOPPING
FERGUS COUNTY
C ity  of preference  
(Mark "the area most 
v is i te d  per item)
Reason fo r  area preference
Sreat
Falls
Heme
Town
Other
Specify
Pri ce Selection Di stance Loyalty Other
Example: fu rn itu re A X
Mercnanoise:
Auto & Recreation 
Vehicles
17 18
Bil l ings
Lewis-
town
18 16 10 13 Service
Furni ture 10 17
B il l in gs  
L-town 9 11 13 15
Service :
Clothing & 
Accessories 22 17
Bil l ings  
L-town
18 19 14 8 :
jHousehold 
1 tens 10 29
B il l in gs
L-tOwry 10 9 21 13 |
Bui lding
M ate r ia ls
.15 22 L-town 14 12 15 12
111
|
Agricui ture 
Ecu indent
1 11
Ft Bentor 
L-town 3 9 10 Servi ce j
Electronic  
(VCR.Stereo.TV'. 11
17
B il l in g :
L-town 12 8 9 11
j
Service j
Ap d I i ances 11 24 L-town 10 8 12 12 Service
Other; please 
SDecify ■
i
Services: 
Ked i c a 1
13 21
lelena  
' i i les Ct, 
B il l in g s 12 20 7 |
Legal 7 17
ielena  
3 i 11inqs 2 7 16 11
i
i
F inanc■al 3 25
lenton 
3 i 11ings 3 2 14 11
Ai roort. 23 B i l l in gs 2 9 7 1
Entertainment 11 20
3 i 11ings 
.-town 3 7 14 5
Other; Please  
Specifv
M erchand ise  T o ta ls  97 155 94 83 103 94
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T A B L E  20 -4  PREFERENCE FOR SHOPPING
GLACIER COUNTY
City of oreference Reason fo r  area preference
(Mark th e  area most 
v is i te d  per item)
Great
’r a i l s
Home
Town
Other
Specify
Price Selection Distance Loyalty Other
Example: Furniture X X
Merchandise:
Auto & Recreation 
Vehicles
5 14
Conrad 
Kalispel 
Missoula 3 4 9 11 Service
Furniture 8 10
Ka iispe 1 
Conrad 7 8 4 5
Clothing & 
Accessories
10 13 '
Conrad 
Missoula 
Kali spel
7 9 5 5
Household 
il terns
5 15
Missoula 
Kalispel 3 4 9 7
i
I
r
jsuilding  
[Materi al S
4 15
Missoula 
Kalispel 
CutBank
4 3 9 5
i
1
Agricu lture
Equipment
1 6 4 3 |
Electronic  
(VCR.Stereo.TV)
6 9 Missoula 
Kalispel
5 5 5 5
1
!
Add ! iances 7 13
Missoula
Kalispel 4 3 5 7 Service
Other; please 
SDecifv
1 I i
Services: 
Med i c a I
10 9
Kalispel 
CutBank 9 7 4
i• i
i
Legal 1 11 ■ Kalispel 9 5
ii
F in3nci al 2 10 Kalispel 8 3 '
A irport
16
Ka I ispeI 
Calgary 1 3 3
Entertainment
Other; Please 
Specify
M erchand ise  T o ta ls  46 95 33 36 50
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T A B L E 20-5  PREFERENCE FOR SHOPPING
HILL COUNTY
City  of preference  
(Mark the area most 
v is i te d  per item)
Reason fo r  area preference
Great
Fa lls
Heme
Town
Other
Specify
Price Selection Di stance Loyalty Other
Exampie: Furniture X X
Mercnanoise:
Auto & Recreation 
Vehicles
21 18
Havre 
Cut Bank
20 17 11 13 Service
Furni ture 10 21 Havre 13 10 20 14 Service
Clothing & 
Accessories 15 21
Chester
Havre 12 17 21 10
j
iHousehold 
i terns
7 31
Havre
Rudyard 8 8 30 8
|
BuiIding  
'Materials
17 20
Havre
Rudyard
Chester 18 14 16 7
1
j
Agriculture  
Ecu ioment
4 10
Havre
Chester 4 4 7 5
i
1
i
Electronic  
(VCR.Stereo,TV1
13 23
Havre
Rudyard
Catalog
15 12 18 8 !
Aooliances 19 16
Havre
Rudyard 17 14 10 6
Ava i 1 a - 
b i l i t y
Other; please 
sp e c i f7
1
Services: 
Medical 6 32
Havre
Chester
1 2 26 19
Legal 26
Havre
Helena 24 17
F inane ial 1 29
Havre
Rudyard 1 1 23 12 Service
Ai rport 36 1
Havre
Rudyard 1 17 6 2 No choice
Entertainment 10 29
Havre 1 5 24 4
Qtner: Please 
Soeci fv
M erchand ise  T o ta ls  106 160 107 96 133 71
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T A B L E 2 0 - 6  PREFERENCE FOR SHOPPING
JUDITH BASIN COUNTY
City of preference  
(Mark "the area most 
v is i te d  per item)
Reason fo r  area Dreference
3re3t
Falls
Heme
Town
Other
Specify
Price Selection Di stance Loyalty Other
Example: Furniture A X
Mercnanai se:
Auto & Recreation  
Vehicles
5 2
Missoula 
B il l in g s
4 5 1 1
Furniture 4 3
Missoula
L-town 4 4 1
Clothing & 
Accessories 5 2
Missoula
L-town
2 5 3 1
Household 
I terns
2 5
Missoula
L-town 1 1 5 4 ii
5u iId ing  
[Materials
3 2
Missoula
L-town 2 2 1 1
!
i
Agri cu iture  
Ecu ipment
2
Missoula
2 1
i
iij
E lectronic  
fVCR.Stereo.TV)
1 3 Missoula 3 2 2 1
|
i
!
Add ! iances 3 3 Missoula 3 2 3 1 Service |
Other; please 
specify 1
!
i!
1
1 i i
Services: 
Medical
6 1 Missoulc 4 1 2
t
Legal
4 Missoulc 3
F inane i al 3
Missoulc
Denton 2 1 2
Airport 4 3 L-town 3 1 1
Enterta i nment 2 4 Missoulc 2 4
Other; Please 
Specify
M erchand ise  T o ta ls  25 20 21 22 16
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TABLE 2 0 -7  PREFERENCE FOR SHOPPING
LEWIS & CLARK COUNTY
City  of preference Reason fo r  area preference
(riarx the  area most 
v is i te d  per item)
Great
Falls
Heme
Town
Other
Specify
Price Selection Di stance Loyal t  v Other .
Example: Furn iture X X
Mercnanaise:
Auto & Recreation  
Vehicles
39 68
Va h e r  
Helena 
B i11ings 
Bozeman 
Missoula
31 38 35 51
Service 
A vaila-  
b i l i t y
Furniture 24 73
Butte
Missoula 42 43 29 27 Service
Clothing & 
Accessories
29 77
Missoula 
Catalog 
Helena
23 34 50 26
]
Servicei]
[Household 
il terns
16 82
Helena
Missoula 12 27 58 32 Service
f ..............
|5ui 1 ding 
M ate r ia ls
10 71
Helena
Butte
Missoula
14 16 47 28 Availa ! 
b i l i t y  :
Agricu lture
Ecuioment 11 ' 24
B i l l  ings
5 12 16 13
li
Servi ce
Electronic  
(VCR.Stereo. TV)
7 80
MlSSOUli 
B i l l  ings 
Helena
20 21 44 40 Availa-j 
b i l i t y  i
AcoIi ances 12 65
M1SSOU lc
Helena 26 25 31 24 Service
Other; please
SDECifv • 1
1 ^ i !
Services:
Medical
23 76
Mafb
Missoula
B i l l in g ;
7 10 42 25 Servi cej
Legal 69 Helena 8 4 33 29 Service
F inane • a 1 5 68
Helena
V icto r 9 9 40 24 Service
Airoort 31 52
Bozeman 
Helena 16 19 45 | 21
Ent°rtainment 8 67
Butte 
Mi ssoul 4 12 48 23 |
Other; Please 
Specify
Merchandise Totals 148 540 173 216 310 241
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T A B L E 2Q- 8 PREFERENCE FOR SHOPPING
LIBERTY COUNTY
City of preference  
(Marx "the area most 
v is ite d  per item)
Reason fo r  area D re fQrence
Great
Falls
Heme
Town
Other
Specify
Price Selection Distance Loyalty Other
Example: fu rn itu re X X
Mercnandi se:
Auto & Recreation 
Vehicles
5 6
Havre
Ronan
7 5 3
Service
Furni ture 6 3 Havre 3 7 2
Clothing & 
Accessories
8 4 Havre 5 9 2
Household
Items
3 8 Havre 3 4 5 2 |
I
jSui 1 ding 
M ateria ls
5 6 Havre 6 5 • 4 1
|
j
|Aaricui ture  
iccu ioment
8 6 1 Service
1................  ........
L i  * e lectron ic
fVCR.Stereo,TV)
6
Havre 
Jopl in 5 2 1 1
i
I
i
Appliances 2 8 Havre 4 4 1 4 Service |
Other; please 
specify  .
1 i ! !
Services: 
Med i c a 1
4 9 Havre 1 1 7 3
Legal 2 9 Havre 7 5
1
1
Financ i al 1 8 Chester 3 4
i
A irport 11
7
Enterta i nment 1
6 Havre 2 5
Other; Please 
Specify
M erchand ise  T o ta ls  29 49 33 36 21 12
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TABLE 2 0 -9  PREFERENCE FOR SHOPPING
MEAGHER COUNTY
City of preference  
(Mark th e  area most 
v is i te d  per item)
Reason fo r  area preference
Great
Falls
Heme
Town
Other
Specify
Pri ce Selection Di stance Loyalty Other
Example: Furniture X X
Mercnandi se:
Auto & Recreation 
Vehicles
3 2 Helena 4 1 1 2 Service
Furniture 4 Helena 3 3
Clothing & 
Accessori es
4 2
Bozeman
Helena 3 2 4 1
Household
Items
2 4 Bozeman 2 1 3 2 |
[Bui 1 ding 
[Materials
6 1 Bozeman 6 3 2
i
i
Agri cu'l ture  
Eouinment 2
Bozeman
B i l l in g s 3 2 1
i
|
!
E lectronic  
(VCR.Stereo.TVl
4 1
Bozeman 
B il l in g s 4 4 2 |
Add! lances 4 1 Bozeman 3 3
Other; please 
specify
1
1
1 1 !
Services:
Medical
1 1
He lena 
Bozeman 
B il l in gs
1 3 3 1
Legal
1 3 2 1
Financial
1 1 Helena 2 1
Ai roort 1 1
Bozeman
Helena 1 2 1
Entertainment 1 1 B i l l in g : 1 2
Other; Please 
Specif y
M erchand ise  T o ta ls  29 11 28 16 16
-73-
TABLE 2 0 -1 0  PREFERENCE FOR SHOPPING
PHILLIPS COUNTY
City of preference 
(Mark "the area most 
v is i te d  per item)
Reason fo r  area preference
Great
Falls
Heme
Town
Other
Specify
Pri ce Selection Distance Loyalty Other
Example: Furniture X X
Mercnandi se:
Auto & Recreation  
Vehicles
5 7
B1 i ling
Havre
Malta 6 3 2 4 Service
Furn i ture 5 5
Malta
Glasgow 4 4 5 1
Clothing Si 
Accessories 3 9
Malta 
B i l l  ings 5 4 5 3
jHousehold 
jl terns
3 8
Havre
Malta
L-town
4 2 8 2
(Building  
itfateri als
3 9
Malta
Havre 5 4 5 3
Agricui ture  
Eauioment
4 5
-Havre 
B i l l  ing: 
Malta
5 1 4
1
Electronic  
(VCR.Stereo,TV'.
6 7
T l a l t a
B il l in g :
Havre
4 4 2 1
Add! iances 3 7
“Malta
Havre 6 2 7 1 Service
Other; please 
specify
. 1 1
Services:  
Men i c a!
4 5
Havre
B i l l in g :
Malta
1 5 8 4
Legal 1 7
Malta
Glasgow 2 - 5 4
Financial 7
Malta
Glasgow 2 5
Airport 3 1 B il l in g : 1 2 5
Enterta i nment 3 6
Bi 11 ing: 
Malta 1 3 7
Other; Please 
Specify
M erchand ise  T o ta ls  33 57 39 24 38 15
TABLE 20-11 PREFERENCE FOR SHOPPING
PONDERA COUNTY
City  of preference 
(Mark th e  area most 
v is ite d  per item)
Reason fo r  area preference
Srsat
Falls
Heme
Town
Other
Specify
Pri ce Selection Distance Loyalty Other
Example: Furn iture X X
Mercnandise:
Auto & Recreation  
Vehicles
7 6
V a l ie r  
Butte
8 5 2 6 Service
Furni ture 10 8
Conrad
Shelby- 8 10 4 6
Clothing & 
Accessories 13 6
Cut Bank 
Conrad 10 11 3 2
|
Household 
li terns
7 9
Conrad 
V al ie r 8 5 8 3 |
r—.... ...
Building
(Materials
5 9 V a l ie r 5 5 8 5 j
Agricu lture  
Ecu icment
1 4
Conrad 
Cut Bank 2 1 3 3
Electronic  
(VCR.Stereo.TV'
10 6 10 8 1 1
Add 1 j ances 8 7 Val ie r 11 7 1 2 Service
Other; please 
specify
! !
Ssrv ices; 
Med ic a 1
11 8
Choteau
Conrad 3 8 7 3
1i
|
Legal 4 9 Cut Bank 1 6 4
Financial 3 10 Conrad 1 ' 6 • 6
A irport 16 4 3
Entertainment 6 8
Va h e r  
Cut Bank 6 4
Other; Please 
Specify
M erchand ise  T o ta ls  61 55 62 52 30 28
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TABLE 20-12 PREFERENCE FOR SHOPPING
TETON COUNTY
City of preference Reason fo r  area preference
(Mark -the area most 
v is i te d  per item)
t r e a t
Falls
Heme
Town
Other
Specify
Price S e lection Distance Loyalty Other
Example: Furniture X X
Mercnandise:
Auto & Recreation  
Vehicles
10 9
She!by 
Conrad 11 7 7 6
Furniture 14 6
Chouteau
Conrad 9 12 9 4
Clothing & 
Accessori es 17 5 Conrad 10 14 7 5
i
i
1
[Household 
I tens 12 12 6 9 9 4
i
Bui 1 ding 
[Materials 14 8 Fai rfielc 10 8 9 | 5
Agri cui ture  
Eauioment 3 5
Choteau
Conrad 5 4 3 2 ii
E lectronic  
fVCR.Stereo.TV1 11 6
Chouteai 
Con rad 9 9 5 4
1|
Ap d ! lances 12 7 Conrad 10 6 5 5
Other; please 
specify
i>
f
1 i 1
Services: 
Medical
13 9 Conrad 4 7 10 5
Legal 10 8 Chouteai 5 9 3
Fi nanc i a 1 8 11 Dutton 3 4 9 5
Ai roort 21 1 7 6
only
nne
Entertainment 12 5 1 7 8 1
Other; Please 
Specify
M erchand ise  T o ta ls  93 58 70 69
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TABLE 2 0 -1 3  PREFERENCE FOR SHOPPING
TOOLE COUNTY
City of preference 
(Mark t i is  area most 
v is i te d  per item)
Reason fo r  area preference
Great 
Fal Is
Home
Town
Other
Specify
Pri ce Selection Distance Loyalty Other
Example: Furniture X X
Mercnandise:
Auto & Recreation 
Vehicles
1 3
Chester 
Kalispel 
Ft Bentcr 3 2 3 2 Service
Furniture
4 3 4 3 1
Clothing S 
Accessories
6
Catalog
Kalispel 3 6
Household
iltens
2 5 1 1 5 2 i|
Jsui 1 ding 
M ate r ia ls
3 3 CutBank 5 3 2
Agri cui ture  
Ecuioment
1
Chester
Havre
Conrad
2 2
j
1
1
Electronic  
(VCR.Stereo.TV)
6 2
Conrad
CutBank
Kalispel 4 5 |
Appliances 4 3
Conrad
CutBank 3 3 2
Other; please 
specify
I 1 1
Services:
Medical
4 3 CutBank 4 1 2 Service
Legal
7 1 6
F inanc i al
6 1 3 5
Airport
6 1 2 Only one
E n t°r ta i  nment 2 5 1 2 5
Other; Please 
Specify
M erchand ise  T o ta ls  26 20 25 25 13
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TABLE 20-14 PREFERENCE FOR SHOPPING
VALLEY COUNTY
City of preference 
(Hark th e  area most 
v is i te d  per item)
Reason fo r  area preference
Sreat
Falls
Heme
Town
Other
Specify
Pri ce Selection Di stance Loyalty Other
Example: fu rn itu re A X.
Mercnandise:
Auto & Recreation 
Vehic1e s
2 20
B il l ing
Havre
6 ■ 3 11 13 Service
Furniture 5 19
Glasgow
Havre 10 5 14 10
i
i
Clothing & 
•Accessories 11 13
Glasgow
Havre
B i l l in g 13 11 7 4
j
!
1
i
Household
Items
5 21 Glasgow
Havre
5 4 13 8 ' j
|Sui Iding 
'Materials
21 Havre 1 1 12 10
i
Agricu lture  
Ecu icrr.ent
4
Glasgow
Havre 1 2 5 1
i
Electronic  
fVCR.Stereo,TVl
4 15
Glasgow 
B i 11 i ng: 
Havre
7 6 12 5
i
1
j
Apd1 iances 3 15
Glasgow
Havre 6 5 12 5
Other: please 
specify
i
i
j
1 ! 1 i
Services: 
Med i c r. 1
5 15
G1 asgow 
Billing: 3 7 12 2
Less
Expensive
Legal
1 16
Glasgow
Havre 2 3 15 3 |
Fi nanc i al 16
Glasgow
Havre 2 1 13 5
A irport 6 .6
Glasgov
Havre 6 7 10 1
Entertainment
1 15 Glasgov
Havre 2 8 12 2
Other; Please 
Specify
M erchand ise  T o ta ls  30 128 49 37 8 6 56
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TABLE 21-A
PERCENT OF GREAT FALLS SHOPPERS 
BASED ON NUMBER OF RESPONDENTS BY COUNTY
Respondents (20) (17) (53) (25) (53) (10) (104)
Blaine Chouteau Fergus Glacier H i l l Judith-Basin Lewis & Clark
Autos 5% 53% 32%
oC
M 40% 50% 38%
Furniture 15% 71% 19% 32% 19% 40% 23%
Clothing 35% 75% 42% 40% 28% 50% 28%
Househld 20% 47% 19% , 20% 13% 20% 15%
Bldg Mtr 25% 53% 28% 16% 32% 30% 10%
Agric 5% 29% 2% 4% 8% 20% 11%
Electron 20% 41% 21% 24% 25% 10% 7%
Appliance 10% 65% 21% 28% 36% 30% 12%
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TABLE 21-B
PERCENT OF GREAT FALLS SHOPPERS 
BASED ON NUMBER OF RESPONDENTS BY COUNTY
Respondents (14) (8) (17) (21) (26) (11) (36)
L iberty Meagher P h i l l ip s Pondera Teton Toole V a lley
Autos 36% 38% 35% 33% 38% 9% 6%
Furniture 43% 50% 29% 48% 54% 36% 14%
Clothing 57% 50% 18% 62% 65% 55% 31%
Househld 21% 25% 18% 33% 46% 18% 14%
81dg Mtr 36% 75% 18% 24% 54% 27% 0%
Agric 0% 25% 24% 5% 12% 55% 0%
Electron 0% 50% 35% 48% 42% 36% 11%
Appli ance 14% 50% 18% 38% 46% 57% 8%
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FIGURE 4
FREQUENCY OF TRAVEL (%)
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FIGURE 5
SEASONAL TRAVEL TO GREAT FALLS (%)
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FIGURE 6
REASONS FOR VISITING GREAT FALLS
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FIGURE 7
DESCRIPTION OF GREAT FALLS (%)
FRIENDLY CLEAN PROGRESSIVE
V ~ 7 \ YES [ S S I  N O .
-88
-
FIGURE 8
REASONABLE PRICES (%)
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FIGURE 9A
LOCATION OF GREAT FALLS SHOPPING (%)
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FIGURE 9B
LOCATION OF GREAT FALLS SHOPPING (%)
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FIGURE 10
ADEQUATE PARKING (%)
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FIGURE 1 1
Great Falls Shopping Preference
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FIGURE 12
Hometown Shopping Preference
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